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Start Planning Sport Shoe Week NEW YORK—April 30, 1932 











If for one week all the shoe stores in 
this country were to be operated by one 
man, we feel sure that the Boor AND 
SHOE RECORDER would be asked to direct 
the sales promotion of Sport Shoe 
Week—May 23 to 28. Our first order 
would be to make every window—every- 
where—“sportsy,” and every adver- 
tisement would carry SPORT SHOE 
WEEK in 72-point type. Every vocal, 
visible and audible form of publicity 
would be used to make America inter- 
ested in active, spectator and day-wear 
sport shoes. Then we would rely on ae 
the rugged individualism of merchants New Finishes to Create New Interest... . 
everywhere to sell more pairs than the ia 
other fellow, if possible. 

Practical direction to the campaign is 
given in this issue. 
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MR. SIMMONS 


Vice-President and General 
Manager of Sanger Bros., Inc., 


Dallas, Texas, says: 


“Our men’s shoe department features 
Freeman Shoes because of dependable 
quality, attractive style, comfortable 
- fit and genuine satisfaction as to wear- 
ableness. All these, coupled with the 
outstanding low prices of $5 and $6, 
have brought our store a constantly 
growing demand for Freeman Shoes.” 


(Signed) E. P. Simmons 
Any product can be judged by the 
type of merchants who sell it. The 
fact that thousands of the nation’s 
leading merchants feature Freeman 
Shoes indicates the outstanding value 
of these famous shoes . . . Have you 
a copy of our catalog? 


Sizes 5 to 14 — AAA to EEE 
FREEMAN SHoge Corp., Bexoir, Wis. 


some 
styles 
ati6 


REERMAN 


Shoes tor Men 
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THE VOICE of the TRADE 


Congratulations to the 
New Haven Times for its cooper- 
ative full page on Foot Health 
Week, sponsored by thirteen stores 
—emphasizing: “Bring your foot 
comfort problems to these mer- 
chants for expert, economic solu- 
tion.” Individual “walk and be 
healthy” advertisements filled an 
additional page. 

Collective action in merchandis- 
ing now becomes the keynote for 
business progress. 

* * * 


DONT Y 
THINK we WENT = 
FAR ENOUGH “f 
WE HAVE TO PULL THIS 
Wine UP THE HILL AGAIN / 


G. E. Musebeck of the 
Musebeck Shoe Company, Dan- 
ville, Ill., takes a firm stand for 
quality and says: 

“A lot of the junk that is being 
sold at low prices should never be 
made. It is being given altogether 
too much publicity in our depart- 
ment stores and chain stores and 
is wrecking the future of the inde- 
pendent dealer. 

“Now is the time to put up a 
good, stiff fight against cheap, poor 
merchandise and to advocate a rea- 
sonable quality and profit to the 
dealer for the merchant will never 
get anywhere as long as he shouts 
price louder than quality. 

“Men’s shoes selling at retail at 
$2.00 are nothing more than holes 
to put your feet into for split 
leather and paint go into the make- 
up of these shoes. Unless this 


Boor anp SHOE 
com! 


kind of merchandise is checked in 
the near future, I fear it will make 
beggars of everyone in the shoe 


business.” 
* * * 


The New York 


Hide Exchange reports raw hide 
values declined to the lowest levels 
in the history of the industry last 
week when the basis grade on the 
New York Hide Exchange sold 
at 4 cents a pound. The decline 
registered in the domestic spot 
market, however, had been grad- 
ually discounted in trading on the 
Hide Exchange where values re- 
flected net declines of from 10 to 
24 points for the period. 


* ok 


Jay H. Roberts, 
general manager of the Stone 
Shoe Company stores Cleveland, 
took six months to prepare the 
celebration of the  sixty-ninth 


S 
ER 


micosu/ 





birthday of one of the largest shoe 
stores in all Ohio. 

Sixty-nine years ago an am- 
bitious young Clevelander had a 
novel idea namely to sell for cash 
only. His first business card bore 
these words: “Rich and poor 
served alike. I don’t trust a cent. 
All goods market in plain figures. 
N. O. Stone.” That was the be- 
ginning of a great business. 
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The Cleveland Plain Dealer is- 
sued a four page supplement in 
honor of the event. The Stone 
Shoe Company hopes to retail 
500,000 pairs of shoes this year. 

x * 


(cerns S. Laird of 
Laird, Schober & Co., Philadel- 
phia, Pa., says: “Despite rumor to 
the contrary there is a 
quality market. Among our own 
clientele are women who know 
good taste in footwear fashions— 


ONE | ing, 
SRASS— AND tOx«y Tecra 1$ 
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who are unswayed by the foibles 
of those with a passion for mer- 
chandise which has nothing to com- 
mend it but low price. 

“This season smart women de- 
sire new stylings and the newest 
in colorings, leathers and fabrics. 
They want these features to be 
rightly interpreted in footwear that 
will retain its original smartness— 
even after long wear. 

“Customers have become more 
selective. They are tired of imi- 
tation fashions and inferior qual- 
ity. They have a greater apprecia- 
tion than ever for fine materials, 
beautiful designings and superior 
craftsmanship. 

“On our prestige rests a wide- 
spread consumer acceptance among 
discriminating women. “They rec- 
ognize the superlative smartness 
and worth of this distinctive foot- 
wear.” 








The Tariff Commission 


dismissed the application of the 
Rubber Manufacturers Association 
for an increase in duty on canvas 
rubber-soled footwear and water- 
proof footwear. It is rumored 
that there will be increased im- 
portation from Japan and Czecho- 
Slovakia. 


* * * 


Frederick D. Corley, 
vice-president and retail merchan- 
dise manager of Marshall Field & 
Company gives a message to mer- 
chants everywhere : 

“During the past three years the 
‘price appeal’ has had innings of 





amazing proportions. Half a cen- 
tury of public education toward 
the appreciation of quality mer- 
chandise has been ‘raided’ by the 
price-cutter who throws quality 
merchandise on the counter at less 
than the cost of manufacture, or 
who throws lower quality merchan- 
dise in to meet the overstimulated 
demand for lower prices. 

“We shall continue to sell mer- 
chandise as cheaply as possible, 
consistent with a fair profit—we 
owe that much to the public. But 
that does not mean that we should 
try to satisfy a customer with a $3 
item when she should really pay 
$10 and get something better. It 
does not mean that we should put 
all our small price merchandise in 
the most prominent places and 
create the impression that this is 
what such items ought to cost un- 
der a new standard of lower prices. 
It does not mean that we should 
kill our own patronage in the fu- 
ture by using distress merchan- 
dise as a means of ‘getting business 
at any price.’ That is too big a 
price to pay for business. Too 
many retailers are doing just that. 
Let us not be a ‘bear’ on the 
American standard of living.” 

hs ee 


lies is a cry 
the length and breadth of the 
country for the government., to 









NOT- HOW CHEAP? 
BUT- 
How GOOD ? 





A MISTAKE TO DABBLE 
IN CHEAPNESS 


“Whenever | dabble in cheap merchan- 
dise | find I’ve made a mistake,” writes a 
Mid Western merchant. “No more am | 
interested in how cheap an article is. What 
| want to know is how good it is.” 

Thousands of other merchants are think- 
ing along this same line. They know their 
public, and their public is all fed up on 
“crap” merchandise. This is one of sev- 
eral reasons why | am hopeful regarding 
the near future. 


OS eg 


President. 





grease up the printing press so 
that paper money can be showered 
over the country to lift the depres- 
sion by inflation. 

Great Britain, off the gold 
standard, is now warned by Prime 
Minister, Ramsay McDonald— 
“The pound must be stabilized so 
that every housewife may know its 
value before she does her shop- 
ping. Inflation on the continent 
operated with deadly effect in a 
two-fold way on the wage earners. 
Before they could draw their pay 
at the end of the week, the pur- 
chasing power of their wages 
probably had fallen by half and 
the price of bread had doubled. 
The adjustment of wages can 
never overtake the rise in prices. 
We don’t want to see that happen 
in England.”—(mnor over here). 

ee 


W. J. De Witt, 


president of the Shoe Form Co., 
Inc., declares: ‘““No sane business 
man would think of increasing the 
price of his products on a falling 
market, even if his statement 
showed a deficit. Undoubtedly and 
quite properly his thoughts would 
turn to curtailing unnecessary ex- 
penses. ‘Sweep your own walk 
before complaining of your neigh- 
bor’s’ is a good rule that still holds. 
The government most certainly 
should not only balance its budget 
but begin at home by sweeping its 


own doorsteps, eliminating waste 
and much unnecessary expense. 
* * &* 


” Tae Recapture of 
the Individual” is the title of an 
advertisement by Crane & Com- 
pany of Dalton, Mass., and their 
quality message follows: 

“We are entering a new era of 
individuality—We have grown 
weary of the monotony of mass 
ways—of substitutes—of synthetic 
living—We are going back to 
things of genuine character that in 
their quality lend flavor and dis- 
tinction to life and living—We 
may spend less money but what we 
spend we shall spend more wisely 
and what we buy shall be of en- 
during worth, of unquestioned 
merit. To these standards of ex- 
cellence we have adhered through 
all times and conditions. In the 
intervening years we have im- 
proved our methods, improved our 
product—We expect to continue 
this progress but all the time we 
shall be making paper of fine and 


genuine quality.” 
* * * 


WE'RE, Popricunane ~ BwOORAy 
~~ Mf 
Yvert 


Wil Rogers says: 
“The old horse is coming back in 
a high lope. Thousands of people 
are riding a horse today that five 
years ago couldn’t sit in a Ford 
with all doors locked. Polo and 
horse shows are all doing great 
work. Horsemanship events are 
the most popular on the whole pro- 
gram of the Olympics.” 

The sale of riding boots this 
season has been the surprise of 
the trade. People realize that they 
can keep fit by exercise so that to-~ 
day it is not only fashionable to 
ride but healthy as well. 

If you sell riding boots, print a 
little card with the above saying 
thereon and put it in the window 
with your riding boots. 

x * * 


George J. Golden 


of Golden’s Bootery, Jacksonville, 
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Fla., writes: “I certainly would 
like to get some effective way to 
bring to the public the idea that the 
real worth of their shoes is not 
alone the price but the service and 
experience given by the seller, 
which greatly determines the ulti- 
mate satisfaction. The question is, 
is the public willing to pay for ser- 
vice and if so, would the volume 
be sufficient to be profitable to the 
average shoe store? 

“The idea of service and quality 
is worth fighting for. If prices 
get any lower I wonder what ser- 
vice can be offered a customer at 
these low levels and what kind of a 
living could the seller of such 
shoes get out of it for his work, 
experience, selection and effort.” 


*x* * * 





H. Gordon Selfridge, 


England’s great American mer- 
chant, arrived in New York and 
declared—What is of paramount 
importance today is to sell depend- 
ability, which is a way of tilling 
the ground for future harvests. 

“To a degree we can, and we 
are, offering higher priced mer- 
chandise in our stores with the ex- 
pectation that it will attract cus- 
tomers, but that is aside from the 
point. It is futile to deny that peo- 
ple are seeking to pay the lowest 
price possible for any desirable 
piece of merchandise, and it is up 
to us meet this demand.” 

* * * 


Bernard Gardner 


of the Walk-Over Shoe Store on 
St. Charles St., New Orleans, re- 
ports: 

“We, here in the South, are be- 
ginning to wear sport. shoes to 
business, theatre, .or any place 
where a tuxedo is not required. 
They are our Summer Shoes. How- 
ever, we do find a certain prejudice 
of some men against adapting 
them for general wear—for no 
other reason than the name itself— 
‘Sport Shoes.’ So we have coined 
a phrase—‘Summer Tone Shoes’— 
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to be used instead. That name 
seems to convey the meaning that 
they are not just a pair of shoes 
to walk out to some yacht club on 
a Sunday afternoon but rather as 
much an adjunct to a male’s sum- 
mer wardrobe as a straw hat or a 
linen suit. 

“We are trying to make a man 
without a pair of ‘Summer-Tone’ 
shoes on in the Summer, as con- 
spicuous as he would be if he wore 
a heavy tweed suit or a felt hat.” 

* * * 


Wi strong colors 


be the extra sports shoes of the 
mid-season? One Boston store 
presents a line of pumps, oxfords 
and ties in all-over red, green, blue, 
smoke, white, black and brown and 
declares : 

“This is one year for the shoe 
trade to score a big hit—which we 
haven’t had since the blond satin 
year or the high boot year.” 

* * * 


Biackings, stains and 
dressings total $24,000,000 an- 
nually, reports the United States 
Department of Commerce. Some 
170 concerns, chiefly in New Jer- 
sey, Massachusetts, New York and 
Missouri do a pusiness that in- 
cludes all sorts of blackings and 
dressings for footwear, and also 
stains and waxes, dressings for au- 
tomobile tops and even stove 
polishes. : 


A\tred W. Donovan, 
president of E. T. Wright & Co., 
Rockland, Mass., has received a 
new and distinguished honor. Mr. 
Donovan recently was notified that 
Pope Pius XI has conferred on 
him the decoration of the Order of 
the Knights of Malta in apprecia- 
tion of his religious and charitable 


activities. 
* * 
WV alter Booth 


of the Walter Booth Shoe Com- 
pany, Milwaukee, is trying to an- 
swer the perplexing question— 
“What is wrong with the men’s 
shoe business ?”’ by the development 
of the Crosby Square Group of 
authentic fashions. 

Each shoe is fashioned for a 
particular use—thus enabling the 
retail merchant to sell on a use 
basis rather than just another pair 
of shoes. The effects of this on the 
buying habits of the consumer are 
far-reaching. The latter will not 
be satisfied just to have a pair of 
tan shoes and a pair of black ones. 
His attention is now directed 
toward a complete shoe wardrobe. 

In commenting specifically on 
this new development, Mr. Booth 
states: “This highly original and 
fundamental idea for additional 
shoe sales comes at a strategic 
time, I believe, when the custom- 
er’s impulse to make his old shoes 
carry over for another season is 
stronger than ever before.” 


* 








THE ULTIMATE STYLES CONFERENCE. 
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“Vil take six pairs from this hide. | like her expression.” 
































































Colors Picked 


for Fall Race 


Dark Tones Chosen for Women’s Shoes, 
While Light Shades Rule for Men 


Two browns and one red 
have been selected by the allied shoe and leather in- 
dustries in cooperation with the Textile Color Card 
Association, as the Fall, 1932, high fashion shoe colors 
for women. One of the browns, a dark brown of the 
téte de négre, or “nigger head,” type is the newest 
interpretation for the all-ocCasion dark brown shoe, 
and is designed to be worn not only with the dark 
brown costume, but also with lighter browns; fashion 
swinging to the use of a shoe that may be decidedly 
darker than the costume. The new brown has been 
named “Cinder Brown” and is slightly grayer in 
cast than Afrique of the Fall, 1931, woolen card. 

A second brown is “Sunrust,” repeated from the 
Spring, 1932, Women’s Shoe and Leather Card. This 
color has been successfully promoted by smart shops 
for wear with both town and country clothes and is 
expected to carry over into the Fall as a high fashion 
color, but, of course, will be limited in volume. This 
color is particularly good on alligator, which promises 


to be a high fashion materal this Fall, both in all- 
over and trimmed shoes, and also may be used in the 
early Fall to wear with the blue costume, whose 
Spring popularity undoubtedly will carry over into 
the early months of the Fall. 

The third new high fashion color is “Porto,” a new 
deep red slightly darker than Vintage of the Fall, 
1931, Silk Color Card, and was selected because of 
the increasing importance of dark. reds in apparel for 
the coming Fall season. It also combines effectively 
with blue. : 

In addition to the high style’colors mentioned, three 
classic staples have been selected for ordinary Fall 
use. They are Indies Brown, repeated from the 
Spring card; which will be the big volume brown for 
all types of shoes; Admiralty Blue, also repeated from 
the Spring, 1932, card and expected to be of limited 
use in the early Fall months, and Paddock green, also 
a Spring, 1932, repeat color, which will fill every need 
for a green shoe this Fall. Green, as a costume color, 
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is expected to be of less importance than it was in the 
Fall of 1931, but it will still be a factor in the fashion 
picture, and Paddock Green has been ‘selected as the 
proper green shade to wear with any of the green 
costumes. 

As a trimming or combination brown shade, “Leaf- 
brown,” which first appeared on the 1930 Women’s 
Fall Shoe and Leather Card, has been chosen. 


‘Poe sports wear there are 
two browns, both repeat colors; Madeira Brown from 
the Fall, 1931, card, an ideal color for town and spec- 
tator sports wear, and Swagger Brown, from the 
Spring, 1932 card. 

Four browns, three of which are lighter than usual 
for Fall, have been selected for men’s shoes. The 
lightness of the shoe colors arises from the fact that 
light browns, tans and blues with a gray cast, are to 


be worn in suits and overcoats. These colors com- 


bine effectively with the bright browns in shoes. The 
men’s colors are “Aintree,” “Hispano Tan,” and 
“Bourbon,” all repeated from the Spring card for 
men’s shoes and all fairly light and bright in cast, and 


“Cordo Brown,” the one new shade which is a real’ 


cordovan color, darker and browner than Oxblood 
No. 2, which appeared on the Fall, 1930, men’s shoe 
and leather card. This new cordovan shade, which 
fits into an attempted revival of real cordovan leather, 
but which also will be applied to calfskin, is designed 
for limited, high style use. “Aintree” is a custom tan 
color for brogue type shoes; “Hispano Tan” is a 
collegiate color, while “Bourbon” is for volume. 
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AINTREE CINDER BROWN 
PorTO 


HISPANO IAN ff SUNRUST 


INDIES BROWN 
PADDOCK GREEN 
Apmiratry BLUE 


BOURBON 


Convo BROWN 


LEAF BROWN 


MADEIRA BROWN 
SWAGGER BROWN 









Fashion's Fundamentals for Fall to 





“IN many ways, the Joint Styles Conference this 
season promises to be one of the most im- 
portant ever held by the shoe and leather indus- 
try. Never has the shoe trade stood more in need 
of the constructive stimulus of a well planned 
Style program. In an era when some merchants 
and manufacturers seem to be relying chiefly on 
the price argument to sell their merchandise, it 
is fitting and proper to reaffirm our faith that 
good leathers, graceful lines and skilled crafts- 
manship are factors not to be disregarded. 
“The Styles Conference has in the past ex- 
ercised a steadying influence in the industry 
and in these times we must make the greatest 
possible use of this forum where all branches 
of the trade meet on common ground to dis- 
cuss their common problems.” 
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—J. GORDON McNEIL. 
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The first step in this unified work by and for the as 
industry is the meetings of the several styles commit- 2 
tees of the National Shoe Retailers’ Association. These = 
meetings will be held on Monday, May 2, at the vin 

Chae bale Hotel Astor. The meetings will open promptly at 10 

Notions! Shoe Retailers Associstion a. m. on that day. Chairman J. Gordon McNeil em- 

phasizes this point, stating it is necessary that an 
early start must be made because the work of the Ma. 
~, unusually interesting and committees must be completed on that day in order Ast 
constructive program has been arranged for the meet- that the reports may be printed that night and made = 
ings of the Joint Style Conference Committees at available for distribution at the afternoon meeting on — 
Hotel Astor, New York, May 2 and 3, in conjunc- the next day. idea 
tion with the seasonal showing of new leathers and At these meetings the style programs for women’s, inte: 
colors by tanners associated with the Tanners’ Coun- men’s, children’s and “Volume” shoes will be worked of : 
cil. up, prominent retailers, leading stylists for tanners Oem, 
Each season has witnessed a most gratifying in- and silk and woolen houses and fashion experts from enlis 
crease in attendance and acceptance of the programs the leading style journals will present and discuss all name 
for these meetings and today they have become recog- the factors then known that contribute to a new fash- an 
nized by tanners, manufacturers and retailers as a - ion trend in footwear and garments. qT 
great stabilizing and balancing factor in the formula- The women’s committee will function under the a 
tion of plans for a new season. guidance of General Chairman J. Gordon McNeil of ute 
Larger and larger numbers of members of the three Boston; the men’s committee under Chairman George ay le 
major branches of the industry now plan to attend N. Geuting of Philadelphia; the children’s committee Chai 
these meetings, where the ground work is laid for under the supervision of Clyde K. Taylor of R. H. Gars 
styling and merchandising the shoes that will be pre- Fyfe & Co., Detroit, and the “volume” committee, so- of tl 
sented to the consuming public next Fall and Winter. called, because its program is intended primarily for Shoe 
Boor anp SH , a 





Be Revealed at Style Conference 


™ ISTAKES are costly, always, but in times 

such as these they may not only be 
costly, but disastrous. It is imperative that the 
Joint Styles Conference develop a Fall, 1932, 
program for the shoe industry, that will not only 
fit in with the fashion mode but with economic 
conditions as well. By this | do not mean that 
an ultra-conservative program should be built 
up, but that the entire program should carry 
through on a practical basis. 

“Sufficient novelty and newness should be 
developed to stimulate the buying public, but 
the novelty and newness must have a practical 
value and must fit into the fashion picture. In 
a word, the requirement this season, as | sense 
it, is a style program that is reasoned, practical 


and well balanced.”’ 
—FRANK A. GARSIDE. 


manufacturers, retailers and department stores doing 
a volume business on staple and semi-staple shoes, 
will be under the direction of L. M. Shea of the Mel- 
ville Shoe Corp., New York City. 


The second day’s meeting, 
May 3, at the same hotel, is expected to crowd the 
Astor’s ballroom on the tenth floor. It is at this 
meeting where notable personages in the style and 
merchandising world will give expression to their 
ideas on style trend and business. An exceptionally 
interesting program has been arranged. Speakers 
of outstanding importance in their respective activi- 
ties, whose presence is a sufficient guarantee of an 
enlightening and constructive presentation o€ busi- 
ness topics admirably suited for the occasion, have 
accepted invitations of the committee. 

The program reveals that the committee has se- 
cured speakers who will cover a range of subjects of 
utmost interest and importance to future business and 
style planning. Following the opening remarks by 
Chairman J. Gordon McNeil and a statement by Frank 
Garside of A. Garside & Sons, Inc., who is chairman 
of the committee acting for the National Boot and 
Shoe Manufacturers’ Association, and a consideration 
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FRANK A. GARSIDE . 


Chairman, Style Conference Committee 
National Boot & Shoe Manufacturers Association 


of the interesting subject of “Making Men Fashion 
Wise,” by George N. Geuting of Philadelphia, chair- 
man of the Men’s Style Committee, will be the ap- 
pearance of William H. Weintraub of New York City, 
editor of Apparel Arts, a de luxe publication devoted 
to fashion in men’s apparel. 

Mr. Weintraub is recognized as one of the fore- 
most stylists and fashion experts in the men’s ap- 
parel industry. His subject will be ‘““A Challenge to 
Inject More Showmanship in the Men’s Business.” 
The title of his discourse is expressive enough to sug- 
gest that his treatment of it will be for the purpose 
of stimulating increased activity in men’s footwear 
and related articles of dress and how with good styl- 
ing and proper merchandising men can be influenced 
to give more and better attention to correct dress. 

The “Economic Planning of Color,” with particular 
reference to color trend in footwear for Fall and 

























































Committee for 
many years in de- 
veloping color 
trend in footwear 
and in relation to 
color development 
in garments and 
hosiery. Her au- 
thoritative _pres- 
entation of color 
for the coming 
season on this oc- 
casion has been 
made_ possible 
only by her hav- 
ing postponed her 
plans for sailing 
to Europe so she 
might attend and 
participate in the 
program. 

An outstanding 
feature will be the 
appearance of a 
selected number 
of beautiful 
models who will 
display garments 
and footwear that 
will reflect the 
coming trend. 
This special fea- 
ture has been 
arranged and will 
be presented 
this season by 
Mrs. Alma Archer, 
formerly a stylist 
for one of the 
leading fabric 
style houses of 
New York, but 
who now is a 
fashion councillor 
and editor of the 
United Press 
Style Chats. This 
feature has been 
made possible by 


her generous cooperation and that of Bergdorf-Good- 
man Co., one of the leading style shops for women’s 
apparel in New York City, and also the cooperation 
of the Propper Silk Hosiery Co. 


Winter, will be discussed by Mrs. Margaret Hayden 
Rorke, managing director of the Textile Color Card 
Association, New York City. Mrs. Rorke and her 
organization have worked closely with the Conference 








Forecasting 
FALL and WINTER, 1932 


Footwear 
JOINT STYLE CONFERENCE 


Hotel Astor, : 
10 A.M. 


May 3, 1932 


Under the Auspices of 
The Allied Industries of Shoes and Leather 
By James Gordon McNeil, General Chairman, 


Styles Committees, National Shoe Retailers’ 
Association. 
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. “What the Conference Aims to 
1 Ee, tac oS oft in By Frank Garside, Chairman, Styles Com- 
mittee, National Boot & Shoe Manufacturers’ 


Association. 


3. “Making Men Fashion Wise”.. By George N. Geuting, of Philadelphia, 
Chairman, Men’s Style Committee, National 
Shoe Retailers’ Association. 

4. “A Challenge to Inject More 


Showmanship in the Men's 
Ae > By William H. Weintraub, Editor, “Apparel 


Arts” Magazine, New York City. 


“Economic Planning of Color’. 


5 By Mrs. Margaret Hayden Rorke, Managing 
Director, Textile Color Card Association. 
6. “Style All the While”........ A presentation of the mode by living models, 


accenting the trend in footwear and apparel. 
Organized and presented by Mrs. Alma 
Archer, Fashion Councillor and Editor of 
United Press Style Chats, in cooperation with 
Bergdorf-Goodman Co., New York City. 


~ 


. “Maintaining Quality Standards 
in Style Merchandise”........ By F. Eugene Ackerman, Vice-President, Julius 
Forstmann Corp., in support of the Purpose of 


the National Quality Maintenance League. 


co 


. “Creative Merchandising at a 
WE tip asa i'a aathin int Sa By Mr. Grover Whalen, General Manager, 


John Wanamaker, New York City. 


Oo 


. “A Fashion Interview with 
‘Vogue’ ” Conducted by Miss Margaret Case, Fashion 
Editor of ‘“Vogue,”. assisted by Mrs. George 


Palen Snow, also of “Vogue.” 


10. Adjournment of Morning Session and Conference Luncheon in room adjoining this 
meeting place, with A. H. Geuting, Philadelphia, $cting as Chairman to introduce 
several keynote speakers. 


11. The Joint Conference Meeting resumed at 2 o'clock for consideration of style 
reports forecasting the trend in footwear for Fall and Winter. Under the chair- 
manship of J. Gordon McNeil, General Chairman of the N. S. R. A. Style 
Committees: 








A keynote on the importance of maintaining 
quality standards in merchandise will be struck by 
F, Eugene Ackerman, vice-president of Julius Forst- 
mann Corp., New York City. For the first time at 


any organized 
meeting of large 
industry in which 
style and quality 
is an important 
factor, the aims 
and purposes of 
the National 
Quality Mainte- 
nance League, or- 
ganized recently 
for the purpose of 
promoting an in- 
creased acceptance 
and recognition 
of the fact that 
quality must be 
inherent -in all 
merchandise _to 
give satisfaction 
to the American 
people, will be 
outlined. 

The conference 
has been honored 
in the acceptance 
of its invitation 
by Grover Whalen 
of New York to 
speak at the Tues- 
day meeting. Mr. 
Whalen is general 
manager of the 
New York store 
of John Wana- 
maker. He enjoys 
an enviable repu- 
tation in the busi- 
ness world and 
particularly in re- 
tail circles, by vir- 
tue of his impor- 
tant connection 
with the Wana- 
maker store. He 
is also well known 
for his great in- 
terest in civic mat- 


ters, having in the past been Police Commissioner of 
New York and at various times the official represen- 
tative of that city in welcoming distinguished per- 

[TURN TO PAGE 78, PLEASE] 
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New Finishes to Create 
New Interest in 


Fall Leathers 


Fabric Effects Among the Novelties 
at Tanners’ Exhibit, May 2 and 3 


Decided progress in developing new 
finishes for leather, even to the simulation of fabric 
effects, will be shown for the benefit of the shoe in- 
dustry when 44 tanners place their new Fall, 1932, 
leathers on display in the Grand Ballroom of the 
Hotel Astor on May 2 and 3, in conjunction with 
the Styles Conference. This official opening of 
American leathers, which has become an institution in 
the trade, in layout and presentation, will follow that 
of the previous openings. Each exhibitor will have 
a booth in which to display his samples. 

Staple leathers in the new Fall, 1932, colors, will 
be shown, of course, but the highlights of the exhibit 
will be found in the novelty lines. Interest is expected 
to be centered on leathers tanned especially for use in 
unlined shoes, and in the new fabric finishes, which 
have been developed to compete directly with actual 
fabrics. Some interesting developments in colored 
patent leathers also will be on exhibition. 

The purpose of the leather opening, is to give shoe 


manufacturers and retailers a comprehensive survey 
of what the tanning industry has to offer in the way 
of American leathers to go into Fall footwear. 

The tanners’ exhibit committee consists of J. J. 
Lyons, Surpass Leather Company, chairman; J. W. 
Griess, Griess-Pfleger Tanning Company; J. T. Mc- 
Cauley, Allied Kid Company; G. H. Mealley, the 
Ohio Leather Company, and F. H. Miller, G. Levor 
& Company. 


LIST OF EXHIBITORS AND BOOTH NUMBERS 


Booth No. 


Adams Buckskin Company 37 
Agoos Leather Companies, Inc. ................. 15 
Allied Kid Co., Standard Division 

McNeely & Quaker Divisions 
Amalgamated Leather Companies, Inc. .......... 
William Amer Company 
American Hide & Leather Company 
Armour Leather Company 
RN ies ie teins ceeectes theses 20 
RE TES gg. cs cc cc eee cee. 12 
Barrett & Company 
Bayer-Robertson Leather Company 
Coan ent & Comeeny, Inc. «2... cece cues: 39 
Burk Brothers r 
Creese & Cook Company 
Coond bic. Commany. -lric. .. 6... eee eect des 3] 
OO OS ESS a ee ee 34 
John R. Evans & Company 
Robert H. Foerderer, Inc. .................005. 
A. F. Gallun & Sons Corporation 
Goniprow Kid Company 
Griess-Pfleger Tanning Co. ............00ee eens 


Booth No. 


Henry Halle Tanning Company 

L. H. Hamel Leather Company 
er re 28 
Hunt-Rankin Leather Company 

C. D. Kepner Leather Company 

Keystone Leather Company 

Keystone Reptile Tanners, Inc. ............7.... 

A. C. Lawrence Leather Co. ...............005. 33 
OT ee 27 
foe lS ee 
McNeely & Price Company 

R. Neumann & Company 

New Castle Leather Company 

Northwestern Leather Co. Trust 

The Ohio Leather Company 

oe Be 
Seton Leather Company 

Fred Rueping Leather Company 

Samuel Shapiro 

Surpass Leather Company 

Albert Trostel G Sons Company 

Richard Young Company 
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WHAT THE 
IS THINKING 
ABOUT <<: 


The test of salesmanship comes 
when the customer returns for the second pair. And 
the card records of the Composite Shoe Store prove 
conclusively that the vast majority of this store’s busi- 
ness friends are consistent repeat buyers. 

When a store can inspire letters like this sample, 
then it is surely in close touch with its trade: “Mr. 
John Mahn, c/o The Composite Shoe Store. Dear 
Mr. Mahn: Thank you! I like them very much and 
appreciate your method of doing business. They say 
a satisfied customer is the best advertising possible and 
I believe that is true. It surely is an invitation to call 
again. 1 would also commend your very courteous 
salesman and I shall be pleased to return for my 
next pair.” 

A very simple system has been worked out by John 
Mahn, one that is almost self-operating and one that 
satisfactorily does the job. To the left of his book- 
keeper’s desk is a homemade wooden cabinet having 
31 compartments. This is about 12 inches tall and 
5 inches wide. Each compartment is numbered to 
represent a day of the month. After the bookkeeper 
has made up the previous day’s sales report her next 
job is to go through the sales slips, and from these 
she fills out her record form. These 2 by 4-inch 











SHOE STORE | 





>» CUSTOMER CONTACT is vital to hold and increase 
a store’s clientele in these days of intensive competition. 
How the Composite Shoe Store maintains it is told in 
this seventh chapter of the RECORDER’S story of 
John Mahn, shoe merchant. Previous installments have 
covered the problems of competition, selection of price 
lines, readjustment of stock to produce more sales on 
less capital, clearance sales, children’s shoes and retail 
price policy. John Mahn’s experiences are based on 
actual conditions in shoe stores of today as observed 
by the Editor and Field Editor during a recent survey. 
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Uncle Sam’s letter carrier is 
an efficient house-to-house 
salesman who can sell more 
pairs of shoes for you if you 
know how to put him to 
work. Remember, the post- 
man makes a personal call 
every day on customers whom 
you see only when they come 
to your store. Let him carry 
your message and keep up 
customer contact. 
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slips are now filed in the cabinet ten numbers ahead 
of the present date. That means if the date of sale 
is the 20th of the month, the slips are filed in the 
compartment numbered 30. 

Regular card records showing the complete history 
of the sale are also made out at the time. (See illus- 
tration herewith.) These are cross-filed under six 
heads, viz. : “Out-of-town, men, women and children.” 
“Hometown, men, women and children.” 

The next step is one of regular calendar routine, that 
of going through the “today’s” date compartment and 
sending the following letter, together with the slip 
made out 10 days previously to the customer. The 
letter : 





“HOW DO YOU LIKE THEM?” 


“You recently bought a pair of shoes at our store. 
It’s a sort of custom of ours not to forget a customer 
after he has made a purchase, for your business is 
appreciated in this store. We feel certain that the 
shoes will be satisfactory from every standpoint—in 
comfort, style, service. If by any chance they should 
prove not be just as represented, you'll let us know, 
won’t you? Thank you. John Mahn”. 

It was this letter that caused the lady to write the 
store the letter referred to in the opening paragraph. 

Men customers receive special consideration in that 
they not only receive the letter mentioned, but thirty 
days after their purchase a pair of laces is sent them 
onacard. Men go out of their way to thank the store 
for the free lace courtesy. Laces are never sold in 
the Composite Shoe Store, they are handed out gratis. 
In explaining this, John stated he found the yearly 
cost to be around $100, and that he considered it very 
profitable advertising. New laces are always put in 
customers’ shoes on the slightest pretext. 


There is a second letter 
going out to those few whose card record shows that 
they have not bought shoes during the past six months. 
This letter is a great uncoverer of kicks, real or fan- 
cied. In cases of alleged misfits, customers are re- 
fitted, whether the store is at fault or not. This 
happens so very seldom that the resulting good feeling 
is worth the cost. Letter No. 2: 

“You may have thought because we do a large 
volume of business that we wouldn’t miss you. But 
we have. And the fact that your record card shows 
no purchases recently leads us to believe that perhaps 
you haven’t been wholly satisfied. We want you to 
know that your business is appreciated in this store 
and if in your case we have failed at any point we 

[TURN TO PAGE 82, PLEASE] 





To use direct mail advertis- 
ing to the best advantage you . 
must have an efficient follow- 
up system to make certain 
that a letter goes to your 
customers and prospects at 
the right time. The method 
described in this article is 
simple, easily handled and 
has proved effective in actual 
practice. Once installed, the 
bookkeeper or office girl can 
operate it. 














PLEASE ACCEPT THESE 
WITH OUR COMPLIMENTS 
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The Boot and Shoe Recorder believes that it is possible for 








an Industry to do a job Collectively that cannot be Individ- 





ually done as well by each store operating separately. National 





Sports Shoe Week—May 23 to 28—is a Challenge to Every 





Store, Everywhere, to change passive consumer interest into 





Aggressive, Irresistible Salesmanship at a time when sports 





interest is uppermost. 


e e ¢ 





~ 
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everywhere have the right shoes, at the right 

price, in the right selections—all that is needed 
is new selling initiative. We believe that it is pos- 
sible for the shoe industry to do as well as has been 
done by the automobile industry. 

John H. VanDeventer, editor of /Jron Age, reports: 

“The American Automobile industry is now mak- 
ing the most stupendous drive against depression that 
any industry has made anywhere at any time. It is 
pouring millions of dollars into sales efforts of an 
unparalleled magnitude for the purpose of breaking 
the buying impasse. 

“And it is getting results. During the first three 
days of public display of the new Fords 13,400,000 
persons visited dealers’ show rooms. Ford cards on 
which purchasers made deposits already number more 
than 300,000. Exhibitions of the new Plymouth have 
brought out an attendance of 8,775,000 and sales of 
23,119 cars—equal to one month’s capacity. Dealer 


| NDUSTRY needs a rallying point. Shoe stores 


displays of General Motors cars, which had previously" 


been exhibited at the automobile shows, have been in- 
spected by more than 3,500,000. 

“If aggressive action and sales promotion can make 
timid consumers buy automobiles now, the same sort 
of aggressive action will make them buy shoes or 
cash registers or machinery or materials. 

“We have been waiting for a leader to show us the 
way out. Now that the automobile industry has made 
the first move, let the rest of us fall in line. 

Discard the futile hunger strike of passive re- 
sistance. Get the new vision of fighting, irresistible 
salesmanship. Renew the old American faith in the 
principle of ‘live and let live’ by determining to do 
more buying, for we cannot all be nothing but sellers. 
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“The automobile industry is keen and hard-headed. 


‘It knows it must spend money to make money.” 


The shoe industry is next in line to do a job 
through collective action. A change has come in 
merchandising. The old methods are not sufficient 
for the day. Shoes don’t move off the merchant’s 
shelves by just passive presentation. It takes a 
lot of extra effort and the new tool of trade is 
collective effort. 


Passive selling won’t make a season. The trade 
cannot afford to just “dribble the ball” right through 
the best months of the year. Millions of men, women 
and children are in need of a change in shoes and it 
might just as well be Summer sports type shoes. It 
is a change of shoes that is needed and we all know 
that the American public hasn’t sunk so low that it 
cannot afford for man, woman and child the tonic of 
a new pair of shoes in Maytime. 

National Sports Shoe Week is a timely rallying 
point. It is true that some stores have been featuring 
sport shoes since February but the cream of their 
business is to be had in this timely week. There are 
at least four selling months ahead that have got to be 
filled with new shoes: June, July, August and Sep- 
tember. Give to the public a need for shoes. The 
impetus to Sports Shoe Week will then help the selling 
months ahead. 

We propose to present many angles of individual 
promotion, presentation and salesmanship that will 
help every store, in every town, to fall in line with 
the campaign. 

Let’s work together to get more shoes sold right 
during National Sports Shoe Week—May 23-28. 
Turn passive selling into aggressive selling. Make 
your plans now. 






























One of a series of striking men’s sport shoe windows used in the John Ward store on Fifth Avenue, New York 


Sell Sport Shoes Through Windows 


Build Interesting Displays Featuring Footwear for Active 
and Spectator Sports for National Sport 
Shoe Week, May 23-28 


The country has definitely turned 
sport conscious. With the Olympic games here this 
summer there is all the more reason why sport con- 
sciousness should be capitalized. And with the increase 
in sport consciousness more sport shoes will be sold. 

During National Sport Shoe Week, May 23-28, 
shoe stores should concentrate on the showing, pro- 
moting and talking of all kinds of sport shoes, includ- 
ing those for active sports and spectator types. This 
campaign is timed right to teach the public the need 
of wearing a sport shoe for all sport occasions. To 
niake it effective, however, it must be backed up with 
striking window displays and forceful advertising. 

Sport shoe promotion, to be successful, requires 
the whole-hearted support of every man in the trade. 
A very practical method of impressing the public with 
the desirability of sport shoes is the wearing of sport 
shoes by every man engaged in the selling of shoes. 





Sport shoes allow the window man great latitude 
in developing especially attractive windows, which 
are bound to stop the crowd. What stops the crowd 


“is usually productive of shoe sales. 


With the coming Olympic games in the public mind, 
as they will be during the Sport Shoe Week, posters 
furnished by the Olympic Committee make very 
desirable backgrounds. These posters are free for 
the asking. Address the Organizing Committee, 
Tenth Olympic Games, 117 W. 9th Street, Los 
Angeles, Cal. Innumerable windows may be built 
around this theme. 

Sport action pictures, illustrating the sport and the 
type of footwear needed to obtain the best results, 
will prove the best possible attention-getters. . Local 
newspapers would be a very good source for fur- 
nishing these particular photographs. Pictures alone 
and shoes by themselves will not make the appealing 
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Conaway Winter Studios 
Shoe Fashion Service 


BROOKLYN ....ST. LOUIS .... MILWAUKEE .... BOSTON 


April 29, 1932. 


‘To The Shoe Trade: 


Any one who carefully analyzes the general business situation in our country 
today and the perilous forces which are operating on the surface and under- 
neath, must conclude that the year 19352 will not be very much older before 
there will be a vast number of casualities among both retailers and manu- 
facturers. As we study the conditions in our industry, we are convinced 
that the shoe business will be no exception. The reason for this present 
day condition, the remedy for the same and the time that will elapse before 
improvement, is beside the question. This fact is obvious. There will be 
casualities aplenty. We must all recognize our own responsibility and 
realize that we will have to think harder, plan better and work faster than 
we have, in order to continue to exist -- For all who exist must do a con- 
structive piece of work in order to justify their continued survival, 


We venture the opinion that in the shoe industry the casualities in the main 
will not be caused by loose credit or by lack of style; but we do believe 
that many of those-who drop by the wayside will do so because of improper 
Balance in their style programs or lack of proper planning of their styles so 
that they fit into the fashion picture harmoniously. 


4s in the past, many new materials will be introduced out of which to construct 
beautiful shoes. There has always been a tendency among style men to con- 
sider material of paramount importance and to think that the old design or 
pattern would suffice. Shoe manufacturers and retailers must realize that in 
order to obtain true, artistic style balance, new designs and patterns must be 
created for new materials. This fact has long been known by the apparel 
industries --- never have you seen a new material in a dress without a change 
in the dress design to harmonize with that material. ss 


In view of the perilous conditions that prevail in the industry today, we deem 
it of great importance to emphasize to shoe manufacturers as we enter the fall 
season, the importance of balanced design or pattern in building your line 
with the new materials. For the design or pattern is the vehicle which carries 
the material and any new material can be better presented when the design is 
made to fit the demands of the proper usage of that material. 


Realizing the importance to our clients of proper Style balance, we have con- 
structed for the fall season, a complete line of uppers in many beautiful 
materials. ‘These styles have been selected in conference by our many stylists, 
artists and designers, as a result of their collaboration with the leading 
style experts of our industry. This line contains all the proper designs or 
patterns in their correct percentages with due emphasis on the treatment which 
should be represented in any well-balanced line of shoes for Fall 1932. We 
have named this "The Balanced Line." This complete line of uppers plus 600 
sketches of variations of the Balanced line will be on display at the Styles 
Conference, Hotel Astor, May 2nd and Srd, Suite 158. 


We cordially invite you to view the Balanced Line and variations of the same 
as well as to consult with our stylists and representatives from the different 


offices who will be there. 
Very truly yours, 


CONAWAY W STUDIOS 


By 
Cc. W. Conaway 














window that the combined use of both, when intelli-~ 


gently blended, will have in the eye of the person on 
the sidewalk. 

Specialized windows for certain kinds of sport 
shoes have been used to good advantage in many 
shoe stores. 
John Ward store is illustrated. This is a new treat- 
ment of the familiar golf theme. The special back- 
ground in this case is just a high board, to which rep- 
resentative spectator sport shoes are attached. De- 
scriptive price cards may be seen to‘the left of the 
shoes. Spectator sport shoes are grouped to good 
advantage around the typical golf footwear. 

Golf bags with many patterns of golf hose draped 
from the straps tied hosiery in with the shoes. Eight 
styles of golf shoes right down front were spotlighted 
by being shown on a wide, flat board. This con- 
trasted with green grass flooring. 


Many strong selling windows 
are planned by the Ward stores in which sport shoes 
will be high-lighted. One used a metal clubhouse 
locker as the background, with golf hose fastened to 
the locker doors. Another window is to have a back- 
ground typifying a beach scene, in which a surf 
board and a beach chair under a Cabana awning 
will give the right atmosphere. In connection with a 
window of this sort J. B. Wells, display manager for 
the John Ward stores, cautions against the use of 

[TURN TO PAGE 80, PLEASE] 








iu 


A particularly good one used by the- 





SPORT SHOE SLOGANS FOR 
WINDOW CARDS 


Summer Time is Sport Shoe Time. 

Whatever Your Game, We Have the Shoes. 

Everybody Wears Sport Shoes in Summer. 

Smart Sports Footwear for the Sport Costume. 

The Right Golf Shoe Will Improve Your Score. 

Sport Shoes for Those Who Play and Those Who Watch 
the Game. 

Sport Shoes Are Right for Every Outdoor Occasion. 

Smart Sport Shoes for the Game or the Gallery. 

Get Outdoors for Health; Wear Sport Shoes for Style 
and Comfort. 


Let in Air and Sunshine; Wear Ventilated Oxfords for 
Summer. 


Buy a Pair of Sport Shoes to Complete That Summer 
Costume. 


You'll Need Sport Shoes for Memorial Day. 

Vacation Time Calls for Sports Footwear. 

That New Linen Suit Requires Sport Shoes. 

Sport Shoes Are Right for the Week-End in the Country. 


Wear a Pair of Sport Shoes Out to the Baseball Game 
Today. 

This is an Informal Summer and Sport Shoes. Complete 
the Costume. 





An interesting women’s sport shoe window by Best & Co., New York, featuring a complete variety of types for all occsaioas : 
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For Merchants Who Have Adequate Stocks In 
a Complete Range of Sizes and Widths. Trim 
Your Windows With Attractive Seasonable 


National Sport Shoe Week 
May 23 to May 28 


© The Brogue 
135— All White Buck ® The Savoy 
321 —Same with 367 — Brown Pigskin and 
Black Calf Apron... 4. Brown Calf... . . $4.75 
361— Same with Widths AA to D 
Brown Calf Apron . 
Widths AA to D 


© The Gotham ® The Pinehurst 


379— White Shubuck Hand Sewn Vamps 
and Black Calf... . $4.75 Riveted Stee! Calks 
389—Same in 152—Brown and Natural 
Brown and White... 4.75 Waterproof Veal . . $5.75 
353— rogue lest ee Veal .. 5.75 
White and Black . . . 4.75 147—Black Veal and 
363—Brogue last — Heavy White Calf .. 5.75 
Brown and Black... 4.75 110—All Brown Scotch Grain 5.75 


Widths AA to D Widths AA to D 


® The Savoy 
339—White Shubuck ® The Skokie 


and Black Calf . 374—8 St Catt, G 
: —Brown Storm ', Gro 
349— White Shubuck Cord Sole and Heel, $4.25 
and Brown daa 4.25 186—Brown Norwegian 
306—Brogue last — Leather Sole... 5.35 
Cork Calf and Brown Calf, 4.25 Riveted Steel Calks 


Widths A to D Widths A to E 
NEW. YORK MILWAUKEE SAN FRANCISCO 


All in Stock 
Most Styles #659 to #92 
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Sell the Public Sport Shoes as a 


Summer Necessity 


Base Your Campaign on the Wide Appeal of Outdoor 
Life and Need of Sports Footwear for Many Occasions 


Before planning any 
sort of an advertising campaign, 
the first essential is to have the 
major objective clearly in mind. 
Then it is necessary to determine 
the line of attack by which the ob- 
jective can be attained most direct- 
ly and with the minimum of sales 
resistance. 

Obviously the objective of 
Sports Shoe Week publicity is to 
sell the maximum number of pairs 
of sport footwear at prices to pro- 
duce the best profit for the mer- 
chant attainable under existing 
conditions. It is entirely conceiv- 
able that a sport shoe publicity 
campaign with price as its princi- 
pal selling argument might succeed 
in moving a very large volume of 
this class of footwear. But it is 
doubtful whether that kind of a 
campaign would be worth the effort 
and expense involved in the under- 
taking. Any constructive promo- 
tional plan of this character neces- 
sarily calls for the expenditure of 
some money and if it is carried 
through successfully, involves a 
considerable amount of hard work 
both in planning and execution. 
Why spend the money or under- 
take the work if there isn’t - the 
prospect of an adequate reward at 
the end of it? 

To make the thing profitable, as 
well as productive from the stand- 
point of volume, it is necessary to 
interest people in sport shoes to 
such a degree that they will be will- 
ing to buy them at a fair price. 
That involves selling the public on 
the inherent appeal of the merchan- 
dise itself. Sport shoes must be 
made so interesting, attractive and 
desirable that people will want to 
buy them because they are desir- 
able possessions to own and not 
merely because they represent good 


values for the money. What can 
we do to advertise sport shoes so 
that we can sell the largest pos- 
sible number of pairs on this basis. 

There are two very definite 
classes of sport shoes and it is well 
to draw the distinction sharply be- 
tween them because they appeal to 
different types of people, serve dif- 
ferent purposes and must be adver- 
tised and promoted in different 
ways. These are shoes intended 
for active sports participation and 





Play the Game 
AND WIN! 


Whether it’s golf, tennis, base- 
ball or the daily grind of busi- 
ness, you'll make a better score 
if you treat your feet fairly. That 
means WEAR THE RIGHT 
SHOES. 


It’s possible and easy this season 
to combine the very smartest 
thing in style with lasts, leathers 
and construction that will give 
your feet a chance to breathe. 
You’ll be surprised how much 
better you'll feel and how much 
more you can accomplish in a 
pair of shoes styled and fitted to 
your needs. ~ 


is NATIONAL SPORT 
SHOE WEEK. 


This 


RECORDER SHOE STORE 











the so-called spectator sport types. 
The former include golf shoes, 
tennis shoes, beach footwear, riding 
boots, baseball shoes and many 
other specialized types. The lat- 
ter term include the familiar two- 
tone effects, white buck oxfords, 
etc., for men and a wide variety 
of walking shoes, sport oxfords, 
ghillies, ventilated footwear and 
the like for women. 

The term spectator sports may 
be extended to include practically 
any style of shoe suitable for wear 
with sports clothes by people who 
attend games and sport events but 
do not participate. In this sense 
of the word a sport shoe is an in- 
formal shoe, intended primarily for 
outdoor and country wear, as dis- 
tinguished from the dressier types 
designed strictly for business and 
town wear or for formal and semi- 
formal occasions. 

To make the most of a national 
sport shoe promotion it is neces- 
sary to lay a great deal of stress 
upon these so-called spectator types 
of sport shoes because they have a 
much wider appeal and much 
greater sales possibilities than the 
specialized types of sport shoes in- 
tended for active participation in 
some game or other form of sport 
activity. Not everybody plays 
golf, but nearly everybody does 
something that calls for a pair of 
spectator sport shoes. If some lo- 
calities men have taken to wearing 
sport shoes to business in Summer, 
and while this raises the question 
as to whether the sale of a pair of 
sport shoes cannot more profitably 
be confined to informal outdoor 
use, nevertheless, it serves to en- 
large the possibilities for increased 
sales. 

The thing to stress, in building 
an advertising campaign for Na- 
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No. 756 In Stock 


642 to 8— 

C & D—$1.30 
o% 00 te D—s1 50 
aye i 


No. 220 In Stock 


642 to 8— 
C & D—$1.30 

8Y4 to 11— 
C & D—$1.50 

11% to 3— 
» C & D—S1.65 


°o 3— 
C & D—$1.65 


7% 30 DAYS 


| ~)» PERFECT 


Q%, 


YJ 


The Doerman IN STOCK 
DEPARTMENT is more 
than a service feature. It 
is an integral part of the 
service that GREAT 
SCOTT dealers are giving 
their customers. It enables 
merchants to have a full and complete range 
of GREAT SCOTTS at all times. In that 
measure DOERMAN IN STOCK SERVICE 
becomes YOUR STORE SERVICE. A de- 
pendable co-partner in your business. 
98% of the pairs ordered are shipped the same 
day orders are received! Our new catalog 
shows a wealth of new styles. Write for it. 


No. 156 In Stock 


642 to 8— 
C & D—$1.30 

842 to 11— 
B, C & D—$1.50 

11% to 3— 
A, B, C & D—$1.65 








DOERMAN SHOE MEG. CO. 
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SOUTH MILWAUKEE. WIS 





tional Sport Shoe Week, is the 
fact that sport shoes are outdoor 
shoes, and this can best be accom- 
plished by tying up the sport shoe 
promotion with the beginning of 
Summer and with Summer ap- 
parel, straw hats and the surge of 
interest in everything that pertains 
to the outdoor life. This outdoor 
interest reaches its climax in the 
northern section around Memorial 
Day, and in the South somewhat 
earlier. Stress in your ads the 
fact that Sport Shoe Week marks 
the opening of the Summer season 
and that no Summer wardrobe is 
complete without sport shoes. 
National Sport Shoe Week, May 
23-28, is so timed as to synchronize 
perfectly with the desire of people 
to change to Summer clothing and 
Summer shoes. It comes just 
ahead of Memorial Day, which in 
many ways is regarded as the offi- 
cial opening of the Summer season, 
a month ahead of Fourth of July 


and at the beginning of the vaca- 
tion season. It is at this time that 
the appéal of Summer apparel, 
shoes and accessories is strongest. 

Summer sports, recreation and 
the outdoor life have made tremen- 
dous stride in America during the 
past ten years. The popularization 
of the automobile and increased 
leisure, even the enforced leisure 
of the past two years, have been 








Time to Think of 
SPORT SHOES 


This Is National Sport 
SHOE WEEK 


Memorial Day only a week ahead. 
Fourth of July and Vacation Time on 
the way. You'll have new clothes 
for that holiday or vacation trip. But 
don’t forget the footwear. 


If you play golf, start the season 
right with a new pair of golf shoes. 
You’ll need footwear for beach or 
tennis. Or if you plan a motor trip, 
a neat pair of white or two-tone ox- 
fords, perforated for coolness, if you 
prefer, is just the thing. 


Whatever you do for diversion in 
summertime, we have the right shoes. 
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SPORT SHOES 
for Style and Comfort 


This is National Sport Shoe 
Week. But every day is Sport 
Shoe Day. A vast and growing 
multitude of men and women 
who go down to business are 
finding sport shoes the smart 
and seasonable thing to wear in 
summertime. 


If you really want to experience 
a degree of foot comfort you’ve 
never known before, slip on a 
pair of those snappy punched 
hole sport shoes we are featuring 
for Summer. They’re just about 
the newest and the smartest thing 
this season and you'll find them 
in any number of styles, patterns 
and leathers. 


Drop in and try on a pair during 
National Sport Shoe week. 
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powerful factors in making the 
nation sports conscious. This 
great popular interest in sports 
and the outdoor life provides the 
foundation on which merchants can 
base his promotion of sports ap- 
parel and sport shoes. It is the 
interest to which he must appeal in 
his window displays, advertising 
and publicity of every sort. It 
holds possibilities of almost un- 
limited selling power if appealed to 
in the right way. 

Stores great and small can use 





Ushering in 
The Outdoor Season 


National Sport Shoe 
Week 
May 23-28 


America lives outdoors in sum- 
mer. To get the most out of any 
outdoor recreation you must have 
sports shoes. Golf or tennis 
shoes if you play; smart specta- 
tor types if you go out to watch 
the game. Every well dressed 
man or woman will wear sport 
shoes this summer. 


See the complete line of up-to- 

the-minute styles in summer foot- 

wear on display in our windows 
all this week. 
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Sport Shoe Week to equal advan- 
tage. Big city stores will employ 
all of the resources of their adver- 
tising and sales promotion depart- 
ments during this Summer to sell 
outdoor apparel and sport shoes. 


National Sport Shoe Week offers 
the opportunity for everybody to 
join a great cooperative sales pro- 
motion plan that will yield returns 
in proportion to the initiative, 
energy and intelligence which the 
individual store employs in its de- 
velopment. Accompanying this 
article is a series of very simple 
newspaper advertising suggestions 
which serve to illustrate the line of 
copy appeal which any store, big or 
small, can use in the promotion of 
National Sport Shoe Week. 


The important thing is to base 
your sport shoe advertising on the 
broad appeal of seasonableness and 
style correctness for general out- 
door wear, so as to interest the 
greatest possible number of people. 


Boot AND SHOB RECORDER 


34 combining THE SHOE RETAILER, April 30, 1932 





ANDRITE CALF. .”. te one outstanding all-purpose Calf 


For the better shoes in Black, White, or Colors, TANDRITE CALF meets every 
exacting requirement ...The tanning experience of years, the deep pride of 
superior craftsmanship, together with careful selection of skins, have produced 
TANDRITE CALF... a notable achievement in fine leather. Its pliable body and 
mellow feel mean a leather perfect to work. Its deep glowing colors, superb fin- 
ish,and fine close break mean shoes appealing in display and gratifying to wear. 


See our leathers at Booth No. 28 Official Opening .. . American Leathers by 
members of Tanners’ Council of America, Hotel Astor . . . May 2nd and 3rd. 
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thie coming week is significant 

in its possibilities—collective action on the part of 
manufacturers, retailers, tanners, wholesalers and 
traveling men, all working in concert for the prepara- 
tion of a Fall fashion program. May we give to the 
conference a keynote from Walter Lippmann: “Pros- 
perity will return when men cease trying to restore 
the past and start building for the future.” Think in 
futures in fashion and footwear. 

This industry of ours is bound to its traditions. It 
is slow to move into new fields of action. It has relied 
upon rugged individuality to carry it along. It is an 
intensely competitive industry but most of its compe- 
tition is internal. It has yet to do a job in fighting 
for its share against all other industries. 

Many other industries are more fortunately 
equipped with the idea of trade solidarity against the 
field. The shoe industry has been for too long a craft 
that says: “Live and let well enough alone.” It 
doesn’t step out into the public arena and say: “For 
the shoes and service we furnish we are entitled to a 
reasonable price that includes a profit.” 

Other industries have very frankly said: “This is 
a predatory period. If we don’t get the money, some- 
body else will.” That industry then proceeds to do a 
job of sales and advertising promotion so that it gets 
a larger percentage of the public purse than other less 
aggressive industries. It takes money to move mer- 
chandise. 


Lidanendittite as that theory 
may be of “getting the money,” yet nevertheless from 
now on it is a fight to the finish between industries 
rather than between men in the same family of in- 
dustry. 

The collective spirit will get its real testing next 
week. If the leaders of the styles conference will 
implant into the fashion program the idea that every 
plank of the platform has merit and that the trade 
will abide by the general recommendations, then prog- 
ress is to be made, But if the platform is just the 
same old traditional background of words that sound 
well put on paper for no one to remember after their 






Conference Leads to Collective Action 





reading, why then the week has been lost. 

Better to have six definite rallying points than four 
pages of specifications detailing shoes and types. Let 
the conference be definite in those things that have a 
real possibility of performance in hundreds of lines 
and in thousands of stores for next Fall and Winter. 

Industry in conference leads to confidence in in- 
dustry. There is still plenty of scope for competitive 
excellence in an industry as diversified as shoes. The 
conference should set up a strong program and policy 
for the better selling of shoes next Fall and Winter, 
and should abide by its decision. 


Lut there also a lesson 
in the conference that concerted effort leads to effi- 
ciency and economy? We hope that the idea of col- 
lective action will lead to one or more informal meet- 
ings that will bring retailers, manufacturers and tan- 
ners together on the subject of our annual shows. 
All three groups should play a major part in the 
collective work of our trades. This is one year in 
which the shoe and leather industry can prove, through 
united action, that it is better to work together than 
it is to fail separately. 

Last week William Trufant Foster, who has spoken 
before all our trade bodies, made the statement: 
“Every day of this depression we have possessed 
every material requisite for sustaining prices, pro- 
duction, profits and employment—everything that we 
possessed in 1928. All we have lacked is the sense of 
using our collective powers. The goal is now clear 
and the path is clear. We must cure the depression 
by collective action. We can collectively put into use 
enough currency and credit to restore the commodity 
price level of 1928.” 

He should also have added: “We must put collec- 
tively into use the courage and capacity to do a thor- 
ough job in each industry so that each industry can, 
to the greatest possible degree, be self-reliant and self- 
aggressive.” 

An early opportunity for collective action is pos- 
sible through National Sport Shoe Week—May 23d 
to 28th. 
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CONNIE 


CQ. TO ASSURE THEIR TRADE 


Unchanged Qualiig Standards 


“Krippendorf-Dittman shoe quality must remain 


constant. RUBY KID steadily helps us to keep 


it so.” Frank X. O’Brien. 






















list of customers who have been taught to 






hus briefly does the sales executive of this 


ong established firm of quality shoemakers expect the same consistent experience in 
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sed RUBY KID in large quantities. 






Every user of RUBY KID may depend on 





hese are times when definite assurance of our always watchful cooperation in keep- 





rustworthy quality takes on double im- ing it true to the standards of excellence we 






ortance—especially when one is selling a originally set for it. 






JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY 
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Milwaukee 
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Boston 
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JAMES H. FRAISIER 


Little shoes, sold in volume 
mean big business and normal profits. Substantial 
and enduring increase in the sale of children’s foot- 
wear is the record of the Fraisier Mercantile Co., 
Choudrant, La. Mr. Fraisier, in outlining the facts 
behind the firm’s outstanding success, said: 

“Boys and girls do seek style first in footwear to- 
day. This fact has spelled profitable opportunity for 
us. Many manufacturers have failed to keep pace 
with changing demands. I might say they have 
forced a meat and cereal menu upon little patrons 
who are crying for ice cream and cake.” 

Fraisier stresses children’s footwear as a major 
merchandising proposition, not as a side-line. It may 
be kept in mind, also, that the facts as outlined here 
have been taken from experience, not in a metropoli- 
tan center, but from one of the scores of “average” 
size towns and with trading conditions approximating 
many other localities. It is not merely “big town 
stuff.” 

“T find the girl of nine years and over who is still 
in misses’ sizes, wants an inch heel. At ten she de- 
mands 10/8 or more. She craves pretty shoes and 
lovely patterns and materials in women’s shoes, but 
their narrow toes and longer vamps don’t appeal to 
her at all. 

“However, in the round toes and medium vamps 


Big Business 


in 
Little Shoes 


Knowing What Styles and Types 

of Footwear Girls and Boys Want 

at Various Ages Is Vitally Important 

in Developing a Volume Business 

on Juvenile Footwear—"Shock Ab- 

‘sorbers” Found Useful to Meet 
Price Competition 


Foe eS 


on which her heart is set, we cannot show these ap- 
pealing patterns. They are simply not to be had. 
Many manufacturers have been too conservative to 
put in real sub-debs with high enough heels.- This 
applies, of course, to dress types. 

“T am able to put out the very best that money can 
possibly buy. Perhaps 85 per cent of my oxford 
needs come out of stock in very satisfactory styles, 
too. In fact, the sport oxford craze has proved a big 
boon this year. Approximately 40 per cent of our 
sub-deb business is sport oxfords, the demand being 
for crepe or gristle soles. We concentrate the bulk 
of our sport shoe business in the junior department. 
We find the sub-deb sport styles well suited to women 
and a large proportion of them are sold to grown-ups, 
whereas the women’s sport styles don’t appeal to the 
youngsters. 


“W. find it has paid to use 
the term ‘Junior department’ instead of ‘children’s,’ 
and ‘Sub-deb’ rather than ‘Growing Girls’ when re- 
ferring to misses’ styles up to size 4. These depart- 
ment names add class to the newspaper ads and make 
the children feel their own importance.” 

As to size runs, Mr. Fraisier says: “Occasionally 
[TURN TO PAGE 80, PLEASE] 


Boot AND SHOE RECORDER 
combining THE SHOE Reraizer, April 30, 1932 

















Shoe Store Service Section 














SYSTEMS, EQUIPMENT AND SUPPLIES 


for the Retail Shoe Store 








a fee of retail customers 
who owe bills are hanging on to their money under 
the impression that they are conserving their capital. 


But money conserved in this manner only gives the 


debtor a false sense of security. It merely postpones 
the day when he must pay the bill. Meanwhile, the 
damming up of funds which should be in active cir- 
culation, clogs the channels of business and produces 
stagnation. 

Business would speed up if everyone who owed 
money would pay 2 little on account every week or 
every month. An accumulation of slow-pay accounts 
in a community affects everyone from the manufac- 
turer down. 

Yet people will let go of money when the right 
appeal is made to them. This is proved by the in- 
crease in the sale of cosmetics and soft drinks during 
the two years of so-called depression. These things 
make a direct appeal to the desires, appetites and sat- 
isfactions of the masses. A knowledge of human 
nature uncovers similar points of attack where the 
slow-pay customer is concerned. It is a question of 
psychology. 

One firm met the situation in a manner which 
exhibits a lot of common sense. The idea collected 
well over 60 per cent of their outstanding accounts 
and adjusted most of the balance. The idea consists 
of a series of strikingly worded messages which are 
attached to outgoing statements calculated to make a 
definite appeal to the slow-pay customer, each from 
a different angle. The gentle pressure exerted over 
a period of time varies from six weeks to ninety 
days and brings the debtor to the point where he has 
but three alternatives open. He must pay the bill, 
explain why he can’t pay, or deliberately ignore the 
obligation. 


Now, anyone can collect honey by killing the bees. 


It is a real art to collect it without getting stung or 
killing the producers of the honey. The little printed 
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Meeting Slow-Pay Customers Half Way 


messages referred to do just that. They offer to 
adjust the payments in accordance with the debtor’s 
ability to pay and thus have been particularly effective 
during the slow-business period. 

Message number one reads: 


Your Check for Just Part of This 
Bill Will Help Us Both. 


By not paying SOMETHING on your account, you are not 

fair to yourself or to us. Tell us frankly what the situation 

is. We are willing to meet you half way. 

Here is a straightforward appeal without the usual 
collection jargon about the debtor having overlooked 
the statement or having forgotten it. Debtors don’t 
overlook their obligations. They are usually keenly 
aware of them. Therefore, the appeal should recog- 
nize this fact and frankly face the situation as it 
exists. 

Message number two is a further frank appeal, and 
reads: 


Why Not Phone Us? 


There may be a perfectly legitimate reason why you can’t 
pay your bill. If there is we want to help you. We try to 
treat all our customers with consideration and in these stren- 
uous times we often go further in our efforts to cooperate. 
Why not reach for your phone NOW? 


P.S. Of course if you can conveniently reach for your check 

book instead, so much the better. 

If the debtor is in business for himself, then he 
understands the value of prompt collections in his 
own business and is keenly alive to the hampering 
effect of slow collections. Therefore, the following 
message is calculated to appeal to his sense of fair- 
ness and civic duty. It reads: 


You Can Make Business Better by Paying 


A Little on This Account 


A growing list of delinquent accounts is a drag on ANY 
business. To discount our own bills we MUST collect out- 
— obligations. Why not pay something on account 


[TURN TO PAGE 82, PLEASE] 




































THE SHOE STORE 





A Working Calendar for Busy Merchants 





START the month off 

with the smartest style 

windows you can pos- 
sibly arrange. May will be 
a good month—even in 1932 
—for stores that make an 
aggressive fight for _ it. 
Your windows are your best 
advertising. Make them 
work every minute in May! 


for the month? Start 

early to prepare for 
National Sport Shoe Week, 
May 23-28. There’s_ style 
footwear to be pushed con- 
stantly, a drive on men’s 
Summer Weights for the 
last half of the month. 
How are you going to get 
this business? 


3 WHAT are your plans 


RIGHT NOW is the 

time to send out a good 

letter, of mailing folder 
on women’s styles. Con- 
centrate on your best sell- 
ing price, and play up the 
fact that you’re now show- 
ing Advance Summer Styles. 
Feature the same styles in 
your windows too. 








IS THE store interior 
5 as inviting as the win- 

dows? How long since 
ledge and case trims have 
been changed? Look at 
your show cards and price 
cards. How long have they 
been up? A clean, inviting, 
up-to-the minute store 
helps to make selling easy. 


IF STOCK permits 

your new windows for 

today should feature an 
entirely different group of 
shoes from those of last 
week. If this is not pos- 
sible you can at least rear- 
range your display so that 
they different to 
those who saw them last 


TONIGHT’S ad, of 
13 course, will be 
your announcement 
of “Men’s Summer Weight 
Day” tomorrow. Make it 
a GOOD one! Use ample 
space, and announce the 
event as though you con- 
sidered it the BIG event of 
the month, Put in your 
window tonight too. 





TO get May business 
6 you must. advertise. 

Run an attractive ad 
in today’s papers to bid for 
Saturday business. Make 
it a STYLE ad, but empha- 
size price strongly. Prob- 
ably it would be best to 
feature the same styles as 
in your mid-week mailing. 


TODAY’S window must 

feature the styles in 

your week-end adver- 
tising. And be sure and 
have one or two good “win- 
dow leaders.” Hosiery is a 
good item for this purpose 
because the customers it 
brings in are all prospects 
for footwear as well. 





day to introduce 

Men’s Summer 
Weights. To arouse interest 
why not make a daily mail- 
ing of a “teaser” postcard 
to your men’s list. Make 
each card different, and 
don’t tell your whole story 
until the Friday card re- 
ferring to your ad. 


1 SATURDAY is _the 


some kind of a 

“teaser’’ window idea 
leading up to Men’s Sum- 
mer Weight Day next Sat- 
urday it will help put the 
idea over. Many stores 
make a BIG thing of this 
event. Your success de- 
pends on how well you ad- 
vertise it in advance. 


1 IF YOU can work out 








ONE STORE we 
12 know about finds it 
worth while to tele- 
phone every man on its cus- 
tomer list on Friday night, 
announcing briefly that 
“Summer Weights” 
sale the next day. If you 
don’t want to do this have 
all salesmen phone their 
personal customers. 








FOR today’s “win- 
1 dow leader” a real 

bargain in men’s sox 
will be in keeping with the 
occasion. For an invest- 
ment in good will try hav- 
ing a box of OD cigars 
handy, and pass them out 
to the men who respond to 
your Summer Weight ad- 
vertising. 








Get busy this week 
16 on plans for National 
Sport Shoe Week, 
which starts a week from to- 
day. Send out a good letter 
or mailing piece announcing 
Sport Shoe Week and call- 
ing attention to the season- 
ableness of sport footwear. 
Plan some good newspaper 
ads for Friday’s papers. 
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CALENDAR For MAY 





To Produce More Profit Through Planning 





-ARE you checking 
17 your stocks regularly. 
You can’t afford to 
have “outs” on good selling 
numbers. And you can’t 
afford to let slow sellers 
gather dust on your. shelves 
when moderate reductions 
and a little effort will turn 
them into cash now! 


to local graduates on 

white footwear? If 
this is not timely in your 
community then how about 
a letter on children’s shoes’ 
With vacation so near it’s 
time to be featuring play 
shoes. They deserve win- 
dow space now too. 


18 HOW about a letter 





vertising ready for a 

striking announce- 
ment of Sport Shoe Week 
to run in tomorrow’s papers. 
Make sure everything is 
ready, for a Sport Shoe 
Week window to greet the 
public Monday morning and 
tie in with your ads. 


19 HAVE newspaper ad- 





TODAY is the day 
20 for a final check-up 

on your plans and 
preparations for National 
Sport Shoe Week. Be sure 
to tell your salespeople to 
call the attention of every 
customer to sports foot- 
wear. 





check turned up any 

slow sellers put them 
in the window for today as 
“Saturday Specials” at re- 
ductions that will move 
them. Have a good win- 
dow of children’s shoes too, 
and have some little gift 
for every child today. 


21 IF this week’s stock 





THIS WEEK it 
25 would be advisable to 

use a mid-week news- 
paper ad on sports footwear. 
Golf footwear should be 
a up in_ connection 
wi Sport Shoe Week. 
How about featuring them 
in the window and running 
a little ad on the sports 
page of your paper? 





sales of laces, polish 

and other findings. 
If you’re not selling a fair 
amount of these goods it is 
merely because your sales- 
people are not suggesting 
them to shoe customers. In- 
sist that they do this regu- 
larly. 


26 CHECK UP on your 


SPORT SHOES Week 
23 starts today and Me- 

morial Day is only a 
week away. Put in a smart 
window today, featuring 
Summer Sports Footwear 
for the Holiday. Many 
people will be planning out- 
ings or trips over the week- 
end and your reminder will 
bring them in to secure the 
necessary footwear. 


ad tonight featuring 

“Shoes for the Me- 
morial Day Holiday.” Play 
up shoes of all kinds, 
women’s, children’s and 
men’s. And don’t forget 
hosiery for there is always 
a big sale for hose on the 
Saturday before a holiday. 


27 YOU'LL WANT a big 





backgrgpund for 

another window this 
week is a huge May calen- 
dar painted on wallboard, 
with all the days up to date 
crossed off and a card say- 
ing “4 More Days Till the 
Holiday.” Keep this up 
to date each day this week. 


2 A GOOD idea for a 


LIVEN UP the win- 
28 dows early’ today, 

bringing your best 
sellers to the front. See 
that salesmen suggest ho- 
siery to every shoe cus- 
tomer today. Plan an ap- 
propriate patriotic window 
for over the holiday and put 
it in place after closing to- 
night. 














North and many 

stores will be closed 
all day. A good day to 
rest—but if you must work 
then there’s no better way 
to put in your time than in 
the formulating of a busi- 
ness-getting program for 
June that will keep sales 


30 A HOLIDAY in the 


up. 








TWO important pro- 
31 motions will claim 

the attention of many 
shoe stores in June. These 
are Summer sandals for 
women and Summer weight 
footwear for men. Care- 
fully planned advertising 
and displays can sell extra 
pairs of shoes in these 
classifications. June is also 
the month of weddings and 
graduations and the big 
month for white shoes. 
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EYE ARRESTING— 
RACINE DISPLAY RACKS 


Customers like to look at— 
handle shoes. They like to 
value—compare. Let them at 
your shoes. Show them to sell 
them. Racine racks perform 
this selling service. They are 
not expensive. 


Available in floor and counter 
styles. Varying sizes. Adjust- 
able. Simple lines. Sturdily 
built. Finished in rich black 
or walnut. Write for illustrated 
folder and prices, 


Imperial Bit and Snap Co. 
Racine, Wis. 





RACINE COUNTER RACK @ 











“VARNUM” Size Stick 


The Most Popular Measure 


"* —_ RETAIL SHOE STORES USE NO. 3 
PRICE $1.50 EACH ; 
F. W. WHITCHER CO. Boston, Mass.—Chicago, Ill. re 
was t 
tiful -1 
“To Shoe Store Owners aut 
and Managers heal 
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“ = END for this Book now so you will have it when considering wear 
ONE cleaner for ALL kinds of WHITE seating for your shop. Thirty-two pages of seating sugges- to the 
FOOTWEAR—you sell SHU-MILK as “the tions for modern shops. Helpful and practical. Shows you made 
BEST ever used or MONEY REFUNDED. ” the economy ofinstalling American Interlocking chairs. How they past s 
‘ beautify your shop. Enable you to comfortably seat more custom- 
(Printed on every bottle.) ers with greater speed. It will pay you to consult this book be- Detro 


ODORLESS—HARMLESS—NON.-INFLAM- fore buying. Send for your free copy. Use the convenient coupon. es 
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DEALER HELPS, SUPPLIED BY YOUR MAIL THIS COUPON ment, 

JOBBER AMERICAN SEATING COMPANY of the 
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America’s BIGGEST SELLING White Shoe Cleaner 

















Please send me without obligation, your FREE 32-Page Book, “New 
Styles in Shop Seatin 
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NATIONAL NEWS 


» TRADE DOINGS 4 


Holds Fashion Show 


DayToN, OH1I0—The Wise Shoe Com- 
pany, under the supervision of L. J. 
Shroyer, sponsored a spring fashion 
show and dance April 14 at the Para- 
mount Plaza, one of Dayton’s smartest 
supper clubs. And according to Mr. 
Shroyer, the program was planned 
with an eye to entertainment and 
fashion education. 

“The shoe to wear for all occasions” 
was the theme of the show, and beau- 
tiful. mannequins dressed in the latest 
creations of the Towne and Country 
Shoppe, displayed Paris fashions in 
shoes plus American craftsmanship. 
The show was explained by a prominent 
fashion authority and proved highly 
successful, if the enthusiasm of hun- 
dreds of women can be considered as 
a barometer. 

The fashion show will be followed 
by a spring shoe promotion, and this 
method of stimulating interest in the 
fast-changing styles of women’s foot- 
wear has proven highly remunerative 
to the Wise Shoe Company, which has 
made this a regular feature for the 
past several years. 


Detroit Shoe Men Plan Banquet 


DretroIt—Detroit shoe merchants 
are eagerly looking forward to the one 
hundred and first meeting of their as- 
sociation, which will be held on May 
10 at the Hotel Fort Shelby. 

This meeting will be celebrated with 
an elaborate banquet and entertain- 
ment. James E. Wilson, the founder 
of the Detroit Retail Shoe Dealers As- 
sociation, who has been an outstanding 
figure in local as well as in national 
shoe associations, will act as host at 
his Fort Shelby Hotel to the very or- 
ganization that he helped to put on a 
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footing. He was not only its founder 
but was also its first presiding officer. 

The banquet will be open to all mem- 
bers of the shoe craft, whether store 
owners, shoe fitters or travelers. In 
other words, everybody who is engaged 
in the shoe industry who happens to 
be in Detroit on that date will be 
welcome. 

Dr. Walter M. Parker, of The Ground 
Gripper Shoe Stores, Inc., who is chair- 
man of the entertainment committee, 
is ably assisted by M. Van Alstine, of 
Hannan & Sons, and Walter Olsen, of 
the J. L. Hudson Company. 


Shoe Congress at Seattle 


SEATTLE—Chief Seattle’s former lit- 
tle Indian village on Puget Sound will 
be the scene of the fifth annual shoe 
pow-wow of this section. The Olympic 
Hotel has been selected as the scene of 
the forthcoming shoe convention which 
will be held by members of the Pacific 
Northwest Shoemen’s Association from 
June 6 to 8. 

The modern shoe business of the Pa- 


Trade Mark Directory 


The Boot and Shoe Recorder Trade 
Mark Directory will be issued to all 
subscribers as Section 2 of the May 
14 issue of the Boot and Shoe Re- 
corder. 

This Directory will contain lists of 
Trade Marks and names of shoes, 
leather and miscellaneous items manu- 
ot in the United States and Can- 
ada. 

It represents a saving in time and 
money to the manufacturer and re- 
tailer who may be adopting new trade 
names or searching for the name of a 
firm which owns a certain branded ar- 
ticle of merchandise. It serves to 
guard against the use or adoption of 
infringing names by competitive firms, 
a practice which often leads to pro- 
longed litigation. 

Watch for your copy of this handy 
reference book on May 14. 


——— 


67 





EVERY WEEK 








cific Northwest, in all its various as- 
pects and with all its problems develop- 
ing from economic conditions of the 
day, offshoots of the chain age, and 
other factors, will be paraded before 
the delegates for three days. 

Leading stylists and members of the 
industry, latest footwear and acces- 
sories, as well as fine recreation and 
entertainment, are all finding a place 
on the program at the present time, so 
that all the various specialists of the 
shoe industry, the manufacturers, the 
merchants, and the travelers will all be 
healthfully represented, have much to 
demonstrate, and say. It is expected 
that more than 300 will attend. 


Early White Shoe Season 


SAPULPA, OKLA.—The white season 
is coming on earlier than usual in this 
region. In many stores whites are 
selling almost to the exclusion of 
others. Most of the shoes are of the 
sandal type, medium heels. Some cus- 
tomers want blonds and some ask for 
natural linen. 

The Katz Department Store, which 
dyes shoes for its own trade and for 
other stores in town, has done more 
of that business than usual lately. 
The more alaborate types of dresses 
being worn by women this season seem 
to call for more colors of shoes. The 
drop in prices has apparently increased 
the quantity of buying quite consider- 
ably. 


Dolly-Dean Opens in Canton 


CANTON, OHI0O—The Dolly-Dean Co., 
Pittsburgh, Pa., has opened a new 
Dolly-Dean Shoe Shop for women at 
213 Market Avenue N. All appoint- 
ments and fixtures are new. It is the 
first invasion of this part of Ohio for 
this firm. The new store will stress 
women’s footwear at two prices, $3.30 
and $4. Sidney Norwind is manager 
of the new store. 
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C,lors il All 1932 


Creole No. 3N 
Suanee (Indies Brown) No. 172 
Congo No. 1 
Bordeaux No. 1445 
Dragon Vert (Paddock Green) No. 1141 
Buccaneer (Admiralty) No. 1312 


Satin Mat 
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olmples by request to Riki 1762-1CO Gold Sirect, New York 
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Seattle Celebrates Foot Health 


SEATTLE—With extensive local ad- 
vertising National Foot-Week was fea- 
tured in Seattle. A number of shoe 
stores took space individually and col- 
lectively to further Foot Health while 
demonstrating their individual stocks, 
service and equipment for maintaining 
high degree of foot vitality and com- 
fort. 

A large merchandising effort, bear- 
ing immediate fruit, as well as results 
felt certain to mature later, backed the 
extensive advertising of the week, and 
salesmen were on their toes to give 
nore attention than ever before to the 

roper fitting of feet. 

Notable among the local shoe ad- 
ertisers of this week were Baxter’s, 
Turrell’s, Nordstroms, Lingrens, and 
Dr. George R. Davis. In its merchan- 
dising program, Nordstrom’s, with two 
outstanding shoe stores, one downtown 
and the other in the University district 
with a college clientele, demonstrated 
the value of “seeing how your shoes 
The X-ray shoe fitter was used in 
these demonstrations, showing how the 
26 delicate bones of the feet repose 
within the shoe. In all the construc- 
tive advertising and salesmanship sup- 
porting the week, “Fitting” was the 
keystone, with emphasis placed on the 
value of a perfectly fitting shoe for 
greater health and comfort. 

A considerable volume of educational 
work was accomplished along with the 
stimulating advertising and salesman- 
ship of the cooperating shoe retailers 
in adding impetus and local interest 
to the national week. An inspiring 
example was set by the large advertise- 
ments—still the main weapons of busi- 
ness. 


Colored Patent 


Boston—Colonial Tanning Company 
reports that they have perfected a new 
process in the manufacture of fancy 
colored patent leathers, whereby the | 
wearing and aging of these fancy 
colors are now equal in every respect 
to black and brown. 


New Reed Shop 


INDIANAPOLIS, IND.— Reed’s Shoe 
Stores, a nation-wide chain, have leased 
a room at 48 Elast Washington Street 
and will open a shoe store for men 
and women. The room was formerly 
occupied by the A. S. Beck Company. 
The manager of the store has not been 
named, but an experienced shoeman 
from Indianapolis will be selected. 


L. W. Harris & Sons Discontinue 


POUGHKEEPSIE, N. Y.—The retail 
shoe store operated by L. W. Harris & 
Sons, 890 Main Street, has discon- 
tinued business. 
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To Make Sandals 


AUBURN, Me.— The Auburn Sandal 
Corp., recently organized and under the 
management of Leonard Miles and 
Harry Schlesinger, who were formerly 
connected with the Cushman-Hollis 
Shoe Co., has leased the factory on 
Center Street previously: occupied by 
the Barker Moccasin Co. It is ex- 
pected alterations will be completed and 
machinery installed so operations may 
start soon. 

About 100 hands will be employed, 
and the output at the start will be 
about 200 dozen pairs of sandals daily. 
It is expected to increase the produc- 
tion in a short time. 

Mr. Schlesinger is the pioneer in san- 
dal footwear and a stylist of wide expe- 
rience. He has been with Cushman- 
Hollis Co. here about two years and 
prior to that time was in business in 
New York for 12 years. 

Mr. Miles was superintendent of the 
fitting department at Cushman-Hollis 
Shoe Co. for six years, having come 
here from Rochester, N. Y. 


Sandals Sell in Columbus 


CoLumMBus, OHI0—Sandal effects in 
blue and beige kid are the outstanding 
features in women’s shoes at this time, 
according to Charles E. Hollaway, man- 
ager of the shoe department of the 
F. & R. Lazarus & Co. This is espe- 
cially true in medium priced shoes, 
while in the higher price lines, blue 
and black are about equal in volume, 
with a few browns sold on the side. 

Ties account for about 20 per cent 
of the volume, while sandal effects, 
T-straps and cut-outs account for 
about 80 per cent. Patents in the 
medium priced shoes are selling better 
than for some time and are placed 
in the third position ‘according to 
popularity. 

As to heels, Mr. Hollaway reports 
that the new style Continental, or 
Boulevard, as it is variously called, 
are the best sellers. They range from 
16 to 18 eighths in height and have 
a larger base than the old style heels, 
more of a Cuban effect. 

Mr. Hollaway predicts the largest 
white season in years, and the store 
has received large shipments of whites 
for the season soon to be opened. Kids 
and cloth shoes are both to be spon- 
sored in this showing. 

Mr. Hollaway believes that reptile 
shoes and reptile trimmed effects will 
be good for the early Fall season, and 
that browns end blacks will prevail in 
plain leathers. 


Cornell’s Bootery Quits 


MIAMI, FLA.—Cornell’s  Bootery, 
which has been operating at 158 E. 
Flagler Street for a number of years, 
has closed its doors and gone out of 
business. This was one of the most 
beautiful shoe salons in the South—fur- 
niture and fixtures being of hand- 
carved mahogany and handwrought 
iron. 





The Best 
JStores- 


The Best Stores in our Country 
today are selling 


DUDE RANCH CAMP MOCS 


(GENUINE GOODYEAR WELTS) 


Look into America’s best shoe 
stores and there you'll find 
Dude Ranch Camp Mocs as an 
outstanding line doing a defi- 
nite job—that of meeting the 
demands of young women who 
love outdoor activities such as 
hiking, camping, riding, driv- 
ing and walking. 


IN STOCK — Always 


The 
AIRPORT 


Style 354—White elk unlined 
vamp, punched oxford. Fringe 
tongue. White sole—8/8 white 
sport heel. 


Style 358—Dark smoke elk un- 

lined punched oxford with 

fringe tongue, natural sport 

sole, and 8/8 gristle heel. 

Sizes 314/8 AAA—3/8 AA-A— 
2144/8 B-C 


Catalog in natural colors showing com- 


plete line. 
THE JUVENILE ‘SHOE CORPORATION 


AURORA MISSOURI 
ST. LOUIS SALES OFFICE; JEFFERSON HOTEL 





OO i i i lt le el 


WHERE TO BUY 
Men’s Shoes 


6 hE 


and MILLER COOK SHOES 


A. E. NETTLETON CO. 
H. W. COOK, President 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES , 


Brockton, Mass. 














Randolph, Mass. 


Richards & Brennan Co., 





AST WEYMOUTH.MASS. U.S.A. 


WELy 
! A; 
Men’s 
Fine 
Shoes 
Old 
Colony 


Shoe Co. 
Brockton, 
Mass. 








“A MAN’S DECISION” 


THE 


Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 





Balanced Line for Fall 


BROOKLYN, N. Y.—The Conaway Win- 
ter Studios, with offices in Brooklyn, St. 
Louis, Milwaukee and Boston, have con- 
structed for the Fall season a complete 
line of uppers in many beautiful mate- 
rials. These uppers are made of paper 
and reproduce exactly the new mate- 
rials which designers and fabric houses 
are showing for Fall selling. 

This complete line of paper uppers 
is called “The Balanced Line.” The 
styles have been selected in conference 
by Conaway Winter stylists, artists and 
designers as a result of their collabora- 
tion with the leading style experts of 
the industry. 

The “Balanced Line” consists of the 
proper designs or patterns in their cor- 
rect percentages with due emphasis on 
the treatment. This line of paper up- 
pers, plus 600 sketches of variations, 
will be on display at the Styles Confer- 
ence, Hotel Astor, Suite 158. All the 
Conaway Winter stylists and represen- 
tatives from the out-of-town offices will 
be in attendance. 


Stone’s Celebrate 69th Anniversary 


CLEVELAND—A four-page section of 
the Cleveland Plain Dealer for Sunday, 
April 17, was used to exploit the 69th 
anniversary of the Stone Shoe Com- 
pany. In addition to advertisements of 
the Stone Shoe Company itself, the sec- 
tion contained advertisements by many 
of the concerns supplying shoes to the 
company, and by a liberal amount of 
editorial matter devoted largely to style 
and correct fitting. The company of- 
fered special prices for the 69th birth- 
day sale. 


New Cincinnati Store 


CINCINNATI.—P. J. Denzer and Miss 
O. E. Leifheit, have opened the Mod- 
erne Boot Shop at 606 Race Street. 
Both Mr. Denzer and Miss Leifheit 
formerly were connected with the Pot- 
ter Shoe Company and the Arch Pre- 
server Shop here. 
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CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
]. P. SMITH SHOE CO. 
Chicago, Ill. 


Inc. 
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Donovan Broadcasts 


Boston.—The increase in the skill 
of New England shoe manufacturers 
as merchandisers and in being able to 
cut production costs was shown over 
the radio last week by President 
Alfred W. Donovan of E. T. Wright 
& Company, Inc., of Rockland, to be 
responsible for the New England shoe 
industry being able to increase pro- 
duction 6 per cent last year, whereas 
throughout the country the increase 
was only 4 per cent. 

The belief that industrial success 
in New England is along the lines of 
research with the owners and man- 
agers working together to find out 
what their customers need and will 
buy, was expressed by President Dono- 
van, who declared that this must be 
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coupled with constantly improved meth- 
ods of management, making the mar. 
keting of the products as economical 
as possible. 

Mr. Donovan was interviewed over 
Station WAAB by Executive Vice- 
President Dudley Harmon of the New 
England Council. The interview was 
one in a series broadcast by the coun- 
cil as part of its contribution to the 
promotion of economic progress and 
development of the New England 
states. 


Hector Coffin Opens Store 


KNOXVILLE, TENN.— Hector Coffin, 
vice-president and secretary-treasurer 
of the Beeler-Coffin Shoe Co. for the 
last ten years, has disposed of his stock 
in the concern and has opened a new 
store under the name of the Coffin Shoe 
Company at 514 So. Gay Street, this 
city. 

Mr. Coffin prides himself on the fact 
that he has “Kept his customers’ soles 
dry for 27 years.” 

The new store carries a full line of 
women’s shoes. 


Wright Now Kinney Vice-President 


NEw YorK—James Wright, former 
vice-president of the Uppercu-Cadillac 
Company, automobile distributors, has 
been named president of the G. R. Kin- 
ney Company, shoe manufacturers and 
operators of a chain of retail shoe 
stores. Mr. Wright succeeds E. H. 
Krom, who was elevated from the pres- 
idency to the chairmanship of the board 
of directors of the organization. 


Present Shoes to Commander De Coe 


BrockTon, Mass.—At a_ reception 
here tendered to Darold D. De Coe, 
national Commander of the Veterans 
of Foreign Wars, Commander Harry 
O. Holmes of Old Colony Post, pre- 
sented Mr. De Coe with a pair of Arch 
Preserver shoes from the local E. T. 
Wright & Company plant. 

A remarkable coincidence was that 
the shoes presented to the national 
president were exactly the same as 
those he was wearing at the time. 


New Shoe Firm 


NEw HAVEN, CONN.—Incorporation 
papers have been filed for David 
Machol, Inc., to deal in shoes at retail. 
Authorized capital is $50,000, of which 
$500 is paid. Incorporators are David 
and Henry M. Machol and Augustin 
D. Bourneuf. David Machol has been 
associated with the retail shoe firm 
of M. Myers & Son, 135 Orange Street, 
for a number of years. 


Owen Manages Department 


BIRMINGHAM — W. D. Owen, of In- 
dianapolis, Ind., has assumed manage- 
ment of the Queen Quality shoe depart- 
mant of Caheen’s here. 
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SOLEIL 


T. M. Reg. App. For 


The 
Felt Suede 


for Shoes 
will be all 
important 
in the 
Fashions 
for 


Fall 


One of the many , 
beautiful Soleil : SOLEIL—featured by leading Retailers—is 


Models by oe a receiving a reception unprecedented in 


CURT WOLFELT eee 
shoe history. 


Durability, cleansing and water- 
proof properties, the essential qualities 
in all shoe materials, are the outstanding 


features of Soleil. 


The many color combinations and possi- 
bilities of blending Soleil with all leathers 
makes this material fashion right. 


Soleil is subject, like all other good prod- 
ucts, to imitation. Do not accept inferior 
substitutes for Genuine Soleil. 


American Felt 
Company 


MARK 


Rw rP a erras 


J 
- 


315 Fourth Avenue New York 
213 Congress St. 1629 Locust St. 325 S. Market St. 
Boston, Mass. St. Louis, Mo. Chicago, Ill. 
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WHERE TO BUY 


Growing Girls’ Shoes 
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{ AND 
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No. 7403—Patent Fifi 
Sandal—Open Shank 
—10/8 Covered Heel, 
AA-C, 2%-7. Price 

$3.00 
No. 7404—White Calf 
Nelda Buckle Strap— 
11/8 Covered Heel, 
AAA-C, 2%-8. Price 

$2.85 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 
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BURDETT SHOE CO. 


LYNN, MASS. 





QUALITY TURN 


i 


D’ORSAYS 


On the Floor, all colers, A 

and C widths. 

FREEMAN-THOMPSON 
SHOE COMPANY 

St. Paul, Minnesota 














WwW. S. CHASE & SONS, emaied 
HAVERHILL, MASS 
In Stock Men’s Full Lesther Lined 
Handturned Slippers 
Priced from $1.75 
Kid Pullman Slippers 
colors and Black with 


Snap Pocket $1.35 
Zipper Pocket $1.50 
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WHERE TO BUY 
Riding Boots 
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RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 

Boots. 





Third Generation in Charge 


New HAVEN, CONN.—The 64-year-old 
shoe store of M. Myers & Son, 135 Or- 
ange Street, has passed into the hands 
of a third generation with the retire- 
ment of William F. Myers, who has 
conducted the business for many years, 
succeeding his father, Michael Myers, 
the founder. 

David Machol, nephew of Mr. Myers, 
has taken over the business and is now 
operating it. Mr. Machol recently filed 
papers of incorporation under the name 
of David Machol, Inc., but he has an- 
nounced that the original firm name of 
M. Myers & Son will be continued in 
use. 


Mrs. Lovett Opening Store 


WINCHESTER, VA.—Mrs. Frank 
Lovett, who assisted her husband, the 
late Frank Lovett, in buying for the 
three Lovett stores in Winchester, 
Harrisonburg and Staunton, is open- 
ing a high grade family shoe store 
at 156 North Main Street here, to be 
known as The Original Lovett Shoe 
Store. 


Goodman with Smith-Kasson _ 


CINCINNATI—AI1 Goodman, formerly 
manager of Giddings shoe department 
on Fourth Street, has returned to the 
sales force of the Smith-Kasson Co., 
where he had been employed for a 
number of years before going to Gid- 
dings. 


Levis to Buy Shoes 


New YorkK—Ben F. Levis, Inc., 220 
W. 40th St., resident buyers for a large 
number of department stores through- 
out the country for the past twenty 
years, have organized a special shoe 
department to serve shoe merchants, 
now that the New York market has re- 
cently expanded and grown into prime 
importance in the lower price shoe 
field. 


Bauer Heads Watters Firm 


BuFFALoO—Irving M. Bauer, former 
president of the Sterling Shoes Corp., 
of Buffalo, which formerly operated a 
retail shoe chain in New York, Illinois, 
Wisconsin and Minnesota, has been 
elected president of K. W. Watters & 
Son, retail footwear in the Genesee 
building at Main and West Genesee 
Streets. 


Buys Norwich Shoe Stock 


NoRWICH, CONN.—Stock and fixtures 
of the Model Booterie, 138 Main Street, 
have been purchased by Max Laskin of 
Holyoke, Mass., and the store will be 
reopened by his son-in-law, Joseph 
Alexander. Abraham R. Alexander had 
operated the shop until recently. Mr. 
Laskin paid $2,325 for the store’s con- 
tents, bidding having started at $1,000. 
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Moss, Allen Store Manager 


Fort WAYNE, InD—Byron E. Moss, 
well known among local merchants, has 
just been appointed. manager of the 
Allen Shoe Store here. 





OBITUARY 





Samuel Cahn 


New ORLEANS, La.—Samuel Cahn, 
for the last 40 years vice-president of 
the Imperial Shoe Store, died from a 
heart attack on April 18 at his home 
here. He was 68 years of age. 

Mr. Cahn was a native of New 
Orleans and educated locally. He was 
at first a traveling salesman for Keiffer 
Brothers Company, shoe wholesalers. 
Later he became associated with Albert 
Wachenheim, present president of the 
Imperial Shoe Store, in the founding 
of this retail firm. The store, now 
located at 739 Canal Street, has grown 
to be one of the largest and oldest 
in the city. 

He is survived by his widow, a son, 
Moise Cahn, of New Orleans, and a 
daughter, Mrs. Cecile Stern, of New 
York, together with his mother, two 
brothers and two sisters. Among other 
groups, Mr. Cahn was an active mem- 
ber of the Masonic order, B’nai B’rith 
and Elks. 


William P. Cruse 


CHIPPEWA FALLS, WIis.—William P. 
Cruse, sales manager of the Chippewa 
Shoe Manufacturing Company of Chip- 
pewa Falls, Wis., died at the Peoples 
Hospital, Independence, Iowa, Satur- 
day, April 16, after having been fatally 
injured in a head-on auto collision in 
that town two days previously. 

“Bill” Cruse, as he was known to 
the shoe trade of the Northwest, was 
born at Rice Lake, Wis., Jan 6, 1881. 
When he became a salesman for the 
Chippewa Shoe Manufacturing Com- 
pany, he moved to Chippewa Falls in 
1909 and had lived there since. He 
moved up from salesman to sales man- 
ager, which position he held for many 
years. He also served as sales man- 
ager for the Hand Made Shoe Com- 
pany of Chippewa Falls, but last year 
stepped back into his old position of 
sales manager of the Chippewa con- 
cern, and was returning from a trip 
through Iowa in line of duty when the 
accident occurred. 

He was a member of the Northwest 
Shoe Travelers and the United Com- 
mercial Travelers. 

Besides his wife, he is survived by 
a daughter, Grace, who is a teacher at 
Clintonville, Wis., and a son, William, 
Jr., a high school student. He is also 
survived by a brother, who is a member 
of the Herberger-Cruse organization of 
Osakis, Minn., and one sister residing 
at Fosston, Minn. 

Funeral services and interment were 
at Chippewa Falls on Wednesday, 
April 20. 
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rron MOS 


on the Plains 


of Midian 


oO 
PARK AVENUE, A. D. 
R 





A far cry from the High Priest Jethro’s 

grazing herds of goats watched by his son- 

in-law, Moses, thirty centuries ago 

to smartly groomed feet tripping down the 
fashion avenue of today’s New York. 
Yet in the time of Moses goats were a necessity to the 
nomad tribes—for milk and meat, for hair for clothes 
and rugs, for goatskin leather out of which waterbags, 
leather thongs, sandals and a thousand other things 
were made. Today, shoes of Glazed Kid are so neces- 
sary an adjunct to Milady’s wardrobe that 50,000,000 
goatskins a year are imported into this country! 











VY 
LEATHER 


Block and colored glazed kid for outside stock 
and linings (also genuine Kangaroo) can be 
obtained from Surpass in any grade 
ond of standard unvarying quality 
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Of these skins Surpass tans more than any other 
company. And we are proud to realize that this is not 
on account of a mad, frenzied race after “volume,” but 
solely because excellent production, faithful sorting of 
grades, and a delivery of definite, dependable quality 
brings our customers back to us, year after year. And 
these manufacturers not only get consistently graded, 
workable Glazed Kid from us, but they find that the 
beauty and luster of Surpass Black Glazed Kid 
helps their customers, Shoe Retailers every- 
where, increase their Sales to modern women 
whether on Park Avenue or Main Street. 


PASS 


COMPANY 


9th & Westmoreland Sts., Phila. 
New York Boston Chicago 
Cincinnatti St.Louis London(England) 





Sh 6 FP ee 


WHERE TO BUY 
Men’s Slippers 


6 6 Fh hs 


Cy coooooocoooooooooooooo 
Radio-Tyme House Slippers 
Genuine Hand Turned 

In-Stock to Retall 

$3 to $5 


Ne. 1415—Tan 
Kid Everett 








Odessa SON Fe Ree Ot) 


it a a ee ein ll 


WHERE TO BUY 


Sport Footwear 


CP 8 


BASS 


Boots, 
pete, 


GENUINE 
TS, As 


heli se 


G.H.BASS & CO. wicrontaine 








SPORT SHOE 
Pin outwear rubber sneak- 
ers. Can resole. Write 
for catalog of Athco 
> Athtetie Shoes. 4 
Athletic Shoe Co. 
pois N. Marshfield Av. 
Chicago, tl. 
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WHERE TO BUY 
Play Shoes 


i li hi Re ei i i ei el tl 


BROUWER’S 


Research Last No. 8 


in the 


MONDL “PLAMOC” 


Full grain elk smoked, 
Brown or Black; chrome 
retan bend soles. 


3700 6-11 
3701 11%-2 
3702 2%-6 
*3702 2%-6 
*3703 3-8 


*3704 6-11 5 
Write for descrip- 
*5% rubber heel tive circular. 


No rubber to sweat the feet. 


MONDL MFG. CO. 
Oshkosh Wisconsin 


$1.00 








Gordon E. Thing 


RocHESTER, N. Y.—Gordon E. Thing, 
69, former wholesale shoe man and a 
director of the Union Trust Company 
of Rochester, died Sunday, April 24, at 
his home, 1570 East Avenue, after an 
illness of three years. 

Mr. Thing was born in Hume, N. Y., 
and came to this city in youth. For 
many years he was a buyer and later 
manager for the L. P. Ross Company, 
wholesale shoe dealers. He retired 15 
years ago. 

He leaves his wife, Mrs. Millie G. 
Thing; a daughter, Mrs. E. Lathrop 
Sunderlin, and a brother, Fred Thing, 
of Inglewood, Cal. 

Funeral services were held Tuesday 
at 3 o’clock at the home. 


Samuel Cahn 


NEw ORLEANS — Samuel Cahn, age 
68, for the last 40 years vice-president 
of the Imperial Shoe Store, 793 Canal 
Street, is dead, following a heart at- 
tack. He was a native of New Orleans 
and was educated in the New Orleans 
schools. After finishing his schooling 
he went to work for the Keiffer Broth- 
ers wholesale shoe concern here, as 
traveling salesman. Later he and Al- 
bert Wachenheim, the present head of 
the Imperial Shoe Company, opened the 
retail shoe store. They have been asso- 
ciated ever since. Mr. Cahn is survived 
by his widow, one son, Moise Cahn, of 
New Orleans, and a daughter, Mrs. 
Celile Stern, of New York. 


A. Adelman 


Waco, TeEx.—A. Adelman, father of 
George Adelman, owner of the Guaran- 
tee Upstairs Shoe Store of this city, 
died at his home here on April 11 at 
the age of 65. 

Mr. Adelman was born in Hordock, 
Poland, coming to the United States at 
the age of 17 years. He is survived by 
his widow, four sons, Ben, George, 
Haskell and Fritz, the latter of St. 
Louis; one daughter, Mrs. J. Tobolow- 
sky of Alvarado; two brothers, F. 
Adelman of Waco and Morris Adelman 
of San Antonio; two sisters, Mrs. Yetta 
Churtoff and Mrs. Bessie Horwitz of 
Cleveland, and six grandchildren. 


Nathan Cressy Philips 


SEATTLE, WaASH.—Nathan Cressy 
Philips, pioneer shoe merchant and 
secretary-treasurer of the firm of G. 
D. Philips, Inc., died at his home, 2701 
Mt. St. Helens Place, April 12. 

Mr. Philips was born in Rawley, 
Mass., Dec. 21, 1852. From 1870 to 
1872 he attended Cornell University 
and was a charter member of the first 


heavyweight Cornell crew. 


Mr. Philips, who came of a family of 
pioneer shoe manufacturers in New 
England, first entered the shoe busi- 
ness.in Council Bluffs, Iowa. In 1905 
he removed to Portland, Ore. Two 
years later he came to Seattle. 
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Magloire Cote 


St. HYACINTHE, QuUE.— One of the 
best known industrialists of the district 
and of the country, Magloire Cote, died 
at his home here after a short illness. 
He was 71 years of age. 

In 1892, Mr. Cote founded, with his 
brothers, Joseph, who died two years 
ago, and Alfred, of Montreal, the shoe 
manufacturing business of J. A. & M. 
Cote, which is still in operation here. 
In 1898, the company bought out the 
shares of Louis and Georges Cote in a 
shoe factory they had founded in 1863. 

The present factory is the oldest shoe 
plant in the Dominion. Mr. Magloire 
Cote was twice elected alderman to the 
city council of St. Hyacinthe. 


Joseph Farley 


ROCHESTER, N. Y.—Joseph Farley, 94, 
until his retirement 24 years ago as 
treasurer of the E. P. Reed Company, 
manufacturer, the dean of the Rochester 
shoe industry, died at his home here 
after a brief illness. A pioneer in the 
industry that later grew to big propor- 
tions, he remained active as secretary 
of the board of directors of Mechanics 
Institute and director of the Rochester 
Trust & Safe Deposit Company. The 
shoe company at one time was known 
as the Reed & Farley Company. He 
leaves a son, two daughters and eight . 
grandchildren. 


John H. Cosart 


ROCHESTER, N. Y.—John H. Cosart, 
for a number of years a retail shoe 
dealer in Lyons and later founder and 
operator of a slipper factory bearing 
his name, died at his home in that vil- 
lage. He was 88 years old. A veteran 
of the Civil War, he retired from ac- 
tive business in 1920. He leaves his 
wife and a sister. 


Thomas Skerrett 


SPOKANE, WASH.—Thomas Skerrett, 
aged 73, pioneer shoe retailer of the 
Pacific Northwest, died here after a 
short illness). He was a native of 
Ireland and came here from San Fran- 
cisco some forty-one years ago and 
was prominently identified with the 
trade until his recent retirement. 





Marcus J. Reed 


LEBANON, PAa.— Marcus J. Reed, a 
member of the firm of Reed Bros., shoe 
merchants here for the last forty years, 
died while on a visit to his son, Dr. 
J. F. Reed, at Harrisburg. He was 65 
years of age and is survived by two 
sons and a daughter. 


Moses E. Schlechter 


READING, Pa. — Moses E. Schlechter, 
for more than 25 years engaged in the 
retail shoe business here, died at his 
home here on April 2, aged 58 years. 
His widow and four daughters and a 
son survive. 
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Where Convenience Counts ~~ ~ 


You are overlooking a decided sales advantage 
if you are not stressing the advantage of lacing 
hooks on boys’ shoes. Boys like them because 
they are quick and easy to lace. Their mothers 
like them because the boy can be taught to 
look out for his own shoes . . . Stress these ad- 
vantages with your customers . . . They mean 
readier sales. 


TUBULAR RIVET AND STUD CO. 
United Shoe Machinery Corporation, Selling Agents 
140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


CING HOOKS 
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WHERE TO BUY 
Ballet Slippers 


‘ete di i ie te 





HARD TOE DANCING SLIPPERS 


Fink, White, Bet 
ia. te, $260 
Black ar i PAIR 
Sizes: LS Childs to 8 aed 
Widths B to 
Send fer Cata' 
Agency Satay an 
BEN & SALLY THEATRICAL FOOTWEAR, Inc. 
244 West 42nd St., New York, N. Y. 








BLACK KID BALLET 
SLIPPERS 


Soft 1% Hard Toe 
Ladies’ 2% to 
Misses’ 11% to 3 ; 
Children’s 6 to 11 1.25 
Hard Toe $1.00 per pair Higher 
ROTH SHOE CO. 
50 N. 4th St., Philadelphia 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 paix 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 











le ee el 


WHERE TO BUY 
Shoe Laces 


6 EE 


DO YOU KNOW WHY 
DIME STORES SELL SO 
MANY SHOE LACES? 


“THE SHOE ae OF rv 
PORTSMO 


el i i ei i i 


WHERE TO BUY 
Shoe Forms 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 


FAIR YLITE 
Shoe Form Co. Ine., Auburn, N.Y. 


LL 
> PROFITIZE YOUR BUSINESS IN '32! 4 





« ON THE SELLING END >» 


News of the Travelers and Sales Activities 


Los Angeles Travelers Meet 


A meeting was held on Saturday, 
April 16, at the Hayward Hotel, by 
the members of the Shoe Travelers 
Association of Los Angeles. President 
R. L. Wall presiding, for the purpose 
of reviving interest in the association. 
Said interest was intensified by the 
presence of Joe Kalisky, representing 
the National Shoe Travelers Asso- 
ciation. 

An employment department has 
been created by the association. 

Cooperation is asked ofall manu- 
facturers in the United States to ad- 
vise the local secretary, should any 
vacancy exist or occur or should any 
manufacturer desire a representative 
in the Pacific Coast territory from 
Denver West. 

It is the purpose of the association 
to show an increased membership be- 
fore the next national convention. 


Two New Reed Salesmen 


Warren F. Kolkebeck and H. J. Kel- 
log have been added to the sales force 
of E. P. Reed & Company, Rochester. 

Mr. Kolkebeck 
will make his head- 
quarters at the 
Style Studio, 47 
West Thirty- 
fourth Street, New 
York, and _ will 
carry Reed’s Elfin 
welt shoes in New 
York City, Brook- 
lyn, Philadelphia, 

Baltimore, Wash- 
ington, Pittsburgh, 
Providence and 
Boston. Warren F. Kolkebeck 

Mr. Kolkebeck 
has a very wide acquaintance in this 
territory, having spent twelve years in 
the same territory for the Burrows 
Shoe Company and the Sherwood Shoe 
Company of Rochester. His shoe ex- 
perience started with the Meade Shoe 
Company of Brooklyn, a very success- 
ful family retail shoe store. 

He is a vice-president of the Boot 
& Shoe Travelers’ Association of New 
York, and a very active member. 

His wholesale experience has always 
been confined to welt shoes and he has 
enjoyed a splendid business from many 
of the leading retailers of the East. 
He is considered an expert on the com- 
fort type of welt shoes as well as the 
fashion and spectator sport types. The 
styling of the Burrows and Sherwood 
welt shoes was a part of his duties. 

Mr. .Kolkebeck recently spent some 
time in Rochester to help develop the 
fall line. 
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Mr. Kellog has 
been successful as 
a factory repre- 
sentative, also as 
a successful retail 
buyer and man- 
ager and also has 
had splendid suc- 
cess in the styling 
of factory lines. 
His road _ experi- 
ence was with the 
Boyd- Welsh Shoe 
Company, Seymour 
Troy of Brooklyn, 
and J. Albert & 
Son of Brooklyn. 

He had a very successful career as 
buyer for Rorabaugh-Brown Dry Goods 
Company of Oklahoma City and 
Brown-Dunkin Company of Tulsa, 
Oklahoma. He merchandised these de- 
partments successfully; was especially 
good in selecting his sales organization, 
and with his natural style sense, he 
was able to select the cream of fashion. 

His territory will consist of Kansas, 
Nebraska, Missouri, which, of course, 
include St. Louis and Kansas City. 


H. J. Kellog 


Join Johansen Sales Staff 


J. Roger Johansen, a member of the 
third Johansen generation, has been 
added to the sales force of the Johansen 
Bros. Shoe Co. of St. Louis. Roger 
Johansen will be the Indiana and Mich- 
igan representative for the Barnes 
Shoe Co., a Johansen branch. 

According to the precedent of this 
old shoemaking house, organized in 
1876, every member of the Johansen 
family has served an apprenticeship in 
the Johansen factories as well as the 
offices before admittance to the sales 
staff. 

Roger is a graduate of the Western’ 
Military Academy and has been resid- 
ing in St. Louis. 

Leonard E. Rogers will be the new 
Johansen representative in Nebraska, 
North and South Dakota. Mr. Rogers, 
who comes from Wichita, Kan., was: 
formerly manager of the Julian Boot- 
erie of Wichita, Kan. He-is a gradu- 
ate of Purdue University at Lafayette,. 
Ind. Rogers is making his home in 
Lincoln, Neb. 


Reports 25 Per Cent Gain in Shipments: 


W. W. Mitchell, who has been trav- 
eling in the Kentucky and Tennessee 
territory for the past 16 years and who- 
joined the selling staff of the Freeman. 
Shoe Corporation of Beloit, Wis., last. 
August, reports a 25 per cent gain in 
shipments in his territory. Mr. Mitchell 
is convinced that there is business to be- 
had through intensive effort, 
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In Stock 


White Buck Strap SIZES White Buck Oxford— 
Pump—brown calf trim, 296 ,aas ‘tog Drown calf trim, 296 last, 
last, 16/8 leather heel $4.50 AA—4% to9 16/8 leather heel 


A—4 to9 
White Buck Pump— B—3 to9 White Buck Pump— 


black calf trim, 319 last, C—3 to9 brown calf trim, 319 last, 
16/8 leather heel . D—4 to8 16/8 leather heel 


Send for Stock Catalog 


Cc. P. FORD & CO., INC. 
Rochester, N. Y. 


DETROIT: Hotel Tuller, Mr. Ray Wegman 
CHICAGO: 1815 Republic Bldg., Mr. Ray McCarthy 
NEW YORK: Marbridge Bldg., Mr. Jack Galway 





 icilaancseonmcnncermiamrcinaae 
O Ninlon XL Nicho 


A Pleasant Place... 


The more than 700 employ- 
ees of The Sinton-St.Nicholos 7a 
have won for the hotel o repute go 
tion for service, comfort and y 
luxury thot is world wide.... 
Whether your visit to Cincinnati 
be for a day or many months 
youll save money and get more 
real pleasure if you make The 
Sinton-St. Nicholas your home 




















The lines anently displayed at the Marbridge 
Managing Director Building heawe merit your attention. The show- 
rooms of the national leaders in the shoe and 


j leather industries are maintained here all year 
CG | N | Desirable office space for approved tenants. 
CHHCAGO OFFICE: 520 Na. Pichgon fe.» Sune 422 Phone-Superior 486 MARBRIDGE BLDG. CO., INC. 
: 1328 Broadway New York 
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WHERE TO BUY 


Children’s Footwear 


hi eli ei dll ei eel i le lil i el 





High Grade 
Goodyear Welt 
Shoes in Stock 


WISWELL-TREANOR 
SHOE CO. 


CEDAR GROVE 
WISCONSIN 





IDEAL BABY 
SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 


MRS. DAY’S 











[For Boys |] KAMPTRAME P [FoR GIRLS | 


Tan and Smoked Elk Moccasins 
Goodyear Welts In Stock 
5/8—Infants’ 
8%/1S—Chila's 
$2.25 


12% /3—Misses’ 
2% /8—Women’s 
$3.10 
Send for catalog 


ADAMS BROS. 


PUPTSPLELD, Nou, 








8 6 hE 


WHERE TO BUY 


W ooden Sole Footwear 


6 6 6 PD 


Sundip 
Sandals 


have a place in 
every smart girl’s 
summer apparel. 





Lovely orchid, 
» red, yel- 
low, black, Royal 
Blue. 
Wide straps, narrow straps or an exclu: 
lace model for the very chic. - iia 
Extra Profit for the alert merchant. 
CATALOGUE NO. 4. 


REECE WOODEN SOLE SHOE CO., INC. 
Columbus, Nebraska 














Open New Leeds Store 


MILWAUKEE — The sixtieth Leeds’ 
store in the nation-wide chain of Edi- 
son brothers of St. Louis, was opened 
here at 1389 W. Wisconsin Avenue re- 
cently. Two years were spent in 
studying sites before the location in the 
Plankintown Arcade was decided upon, 
according to Joseph Leon, assistant to 
the vice-president. The store, of un- 
usual design, is managed by Jack 
Balmaz, formerly in the firm’s employ 
in St. Louis. 

Simultaneously with the Milwaukee 
opening other stores were opened in 
Detroit, Minneapolis and Salt Lake 
City. Harry Edison, president of the 
company, was in Milwaukee for the 
occasion, stating that this first store is 
only the forerunner of three or four 
others the company expects to establish 
here. 


Remodel Frame’s 


MILWAUKEE—F rame’s Footwear Shop 
for Women, at 506 West Wisconsin 
Avenue, has been completely remod- 
eled, refurnished and restocked and 
opened to the public. They specialize 
in two economy price groups, $3.95 and 
$4.95. Frame’s are a Milwaukee owned 
and operated organization and have 
been in the downtown district for some 
time. The opening, which was largely 
attended, took place recently. 


Opens New Store 


SAVANNAH, GA.—Goodrich’s Boot 
Shop has just opened at 21 E. Brough- 
ton St., by M. Goodrich. Novelty and 
staples all at the one price of $2.95 are 
being featured. Mr. Goodrich recently 
sold his interest in a general store in 
Sandersville, Ga., previous to the em- 
barking of this venture. If conditions 
warrant, several additional stores will 
be opened through the Southeast. 


Add Shoes 


CoLuMBIA, S. C.—Kohn’s Inc., has 
installed a shoe department for misses 
and women. Sol Kohn, Sr., president 
of Kohn’s, has been preparing for the 
opening of the shoe department for 
several weeks. F. P. Purkall, of 
Athens, Ga., is manager of the depart- 
ment, assisted by W. C. Brock, of 
Charleston, S. C., both experienced 
shoe men. 


New Kitty Kelly Store 


PATERSON, N. J.—The Kitty Kelly 
Shoe Co. has opened a new store in this 
city at 166 Main Street, featuring 
hand turned footwear at $3 per pair in 
all of the popular styles and materials, 
including arch support and walking 
sport oxfords. On opening day they 
gave a pair of full-fashioned silk 
stockings with every purchase. 
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Fashion’s Fundamentals for Fall 
[CONTINUED FROM PAGE 22] 


‘sonages as guests of New York City. 

The concluding number of the morn- 
ing program will be the presentation 
of a most entertaining and informative 
discussion of style trend in the form 
of an interview by Miss Margaret 
Case, fashion editor of “Vogue,” and 
Mrs. George Palen Snow of the same 
organization. 

Following the adjournment of the 
morning meeting will be the Joint 
Conference Trade Luncheon in an ad- 
joining room, which. will be presided 
over by A. H. Geutig of Philadelphia, 
president of the National Shoe Re- 
tailers’ Association. Following lunch- 
eon there will be brief remarks by 
several speakers suitable to the occa- 
sion. 

At 2 p. m. the conference will re- 
assemble to yeceive the reports of the 
several style committees, following dis- 
cussion of which, and approval by the 
conference, they will be promulgated 
to manufacturers, tanners and retail- 
ers by their respective organizations. 

As in past seasons, the official and 
seasonal showing of new leathers will 
‘be held in conjunction with the Joint 
Conference Meetings. After weeks of 
preparation, the American tanners of 
upper leather will have ready for in- 
spection for the first time the new 
range of colors for fall and winter. 
These displays not only include the 
special new colors chosen for women’s 
and men’s shoes, but also many new 
ideas that will reflect advances made 
by tanners in developing and improv- 
ing various grains and finishes, which 
emphasize the leadership of American 
tanners in producing the finest calf, 
kid, side upper and sole leather made 
in the world. 

The leather displays will be pre- 
sented in the grand ballroom of the 
Hotel Astor, easily accessible from the 
street floor of the hotel. During the 
two days on which: the displays will 
be open for inspection, hundreds of 
manufacturers and retailers will be 
found viewing what the tanners will 
provide for styleful footwear next sea- 
son. These displays have grown in in- 
terest and value since their inaugura- 
tion several years ago and today are 
accepted as one of the most_ helpful 
cooperative features of the Joint Con- 
ference Committee. 

From the steady increase in at- 
tendance at the leather show, and style 
meetings, the members of the confer- 
ence committee believe that the meet- 
ings on May 2 and 8 will establish a 
new record in point of numbers 
present. 


“The Hub” to Open. 


WILMINGTON, N. C.—The Warshauer- 
Goldstein Co. will open a department 
store here about May 1. This will be 
known as “The Hub.” Jacob Goldstein 
will be in charge. A complete line of 
shoes will be carried. 
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Clean Merchandise 


Nobsopy wants to buy shoes that have become soiled or marred 
in handling. Why jeopardize the sale of a pair of shoes when you 
can make them presentable to your customer by cleaning or polish- 
ing them in a jiffy on the Shoe Cleaning Machine — Model A. 





retail shoe stores. 


_ BOSTON, MASSACHUSETTS 
Auburn, Maine 108 Court St. 


Cincinnati, 





ohnson City, N. Y 276 Main St. New York, N. Y 
Brockton, Ma 93 Centre St. ynn, M 306 Broad St. Philadelphia, Pa 
Chicago, Illinois...500 So., Franklin St. | Marlboro, Mass 11 Florence St. Rochester, N. Y 
Ohi 407 East &th St. Milwaukee, Wis.....922 No. Fourth St. St. Louis, Mo 1423 Olive St. 
Haverhill, Mass 145 Essex St. New Orleans, La 216 Chartres St. San Francisco, Cal 859 Mission St. 




















Machine is usually equipped 
with Climax Brush No. 46% 
of cloth, and No. 197 

of yarn 


t 


This motor-driven machine will accommodate two cloth or yarn 
brushes or a combination of each as desired. The motor is belted 
directly to a grooved driving pulley on the shaft carrying the brushes. 


Set up this simple, compact machine in your stock room and con- 
nect it up with the nearest electric light socket. The Shoe Cleaning 
Machine — Model A, is now standard equipment in all up-to-date 


United Shoe Machinery Corporation 


110 Fifth Ave. 
130 Mill St. 
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WHERE TO BUY 
Dancing Shoes and Taps 


O66 6 8 


THEO-TIE 


AVAILABLE IN A NEW FABRIC! 








LOSWEAR cloth, RS closely 


CHICAGO 
STOCK DEPT. 
159 No. State St. 
LOS ANGELES 
STOCK DEPT. 
1951 Hillhurst Ave. 


Main Office and Factory 








Sell Sport Shoes Through Windows 


[CONTINUED FROM PAGE 30] 


real sand in the window due to the cer- 
tain marring of the finish of the floor- 
ing. Use dyed sawdust, he advises, 
with a light scattering of real pebbles. 

An excellent window suggestion for 
women’s shoes comes from the Best 
Store. The background in this trim is 
made up of four large posters, designed 
for this particular occasion, in which 
the proper footwear for three major ac- 
tive sports are illustrated, as well as a 
pair of dress sport shoes. 

Many stores make arrangements with 
their sales force so that they may all 
wear sports shoes when on the floor. 
Some window men have tried the trick 
of judicially mixing in light weight tan 
ealf oxfords with their regular sport 
shoes. According to one French, Shriner 
& Urner manager, this has been pro- 
ductive of many extra sales. 

In the Pittsburgh Stetson Shop, two 
displays which attracted considerable 
attention were described by R. Bruce 
Murphy as follows: 

“For one we had grass on the floor 
of the window and a hedge and box- 
wood tree cut out of beaver board and 
covered with the same grass. This 
made a very unique display. 

“Another window had a small awn- 
ing, made to fit the back of the win- 
dow, placed about 4 feet above the 
floor, the awning being in loud stripes. 
Under the awning we had a wicker 
table and a small steamer chair by the 
side of it, giving the appearance of a 
porch, 

“We also keep sport shoes displayed 
around the store on the tables and in 
the cases, and our salesmen are in- 
structed to show sport shoes to every 
customer.” 

A very clever idea comes from the 
Werner store in San Francisco. Their 
men’s window is paneled in the back. 
This season they have a pair of sport 
shoes in each panel, which makes it 
possible to have a complete background 
of sport shoes without disturbing the 
display of regular merchandise. 





Big Business in Little Shoes 


[CONTINUED FROM PAGE 40] 


I have bought 12% to 3 runs, too often 
the 2%s and 3s were left over. The 
styles seemed too ‘kiddish’ at the larger 
end. We used to buy some 2% to 6 
strictly growing girls’ flat heel shoes, 
and here also the larger sizes refused to 
sell, except to the occasional overgrown 
youngster. 

“There seems to be a place from 2% 
to 4 for a strictly in-between misses’ 
and sub-deb’s shoe, though both 3% and 
4 seems to be drifting into the higher 
heel types. In our sub-deb sizes we go 
light on 2%s and 3s, heavy from 4 to 7, 
then light to 9s, with a surprising 
quantity of long sizes in narrow widths. 

“Really the heaviest selling is around 
6 and 6%, AA and AAA. By running 
our big girls’ flat heel shoes in with 
the misses, we are in a position to buy 
snappier styles for the sub-deb section, 
styles separate and distinct from wo- 
men’s styles and from big girls’ styles. 

“Regarding prices and profits it is of 
interest to note that we have made 
scarcely any changes in recent months 
on the smaller runs, under 2s. 

“Last year, in response to seeming 
pressure, we stocked some lower prices 
in the larger runs. We found these 
lines acted mainly as shock absorbers. 
They stopped the call, as it were, but 
did not sell particularly well in them- 
selves, nor did they retard the sales of 
our regular grades. I think often in 
this day of cheap bargain talk, we could 
all well afford to carry a few inferior 
shock absorbers and by comparisons of 
style, make and fit, wipe out much of 
the call that really does not amount to 
more than an excuse for trade to ‘shop 
around.’ We can insure our own trade 
by having the price argument met 
right in our own store. We have a bar- 
gain basement that sells many cheap 
shoes. 

“Special sales pull better in the base- 
ment, and we stage these whenever we 
can get the goods. On boys’ shoes I'll 
admit price cuts more of a figure, with 
style mattering less. Merchandising 
here is more of a problem. The boy 
grows up and out of the junior depart- 
ment sooner than the girl. When, at 
the age of 13 or 14, he gets beyond size 
6, he is immensely tickled to get into 
‘real men’s shoes.’ All we need do is to 
have them in the men’s department at 
the proper price. But the girl of 13 
simply won’t look at those horrible ‘old 
lady shoes.’ : 

“When the young girl arrives at the 
age of 13, she resents being classed as 
a mere child. If one makes the griev- 
ous mistake, or error, of directing her 
to the children’s department, she is 
liable to wither him with, ‘Oh, I don’t 
belong back there where they sell baby 
shoes,’ nor will she stand for being 
classed as a woman. This name, sub- 
deb, strikes her fancy, also the pocket- 
book, exactly. 

“So we try to seat these young ladies 
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in a space rather between the junior 
department and the women’s. Many of 
them like to be fitted by their regular 
department clerk, but others feel highly 
complimented by being waited upon by 
one of the clerks from the women’s de- 
partment. 

“We have had that age-old problem 
of getting the men’s and women’s sales- 
person to fool around with children’s 
shoes, even in a pinch. We have solved 
this difficulty with our sub-deb section, 
staffed with its own clerks, aided in 
some crucial cases by the ‘women’s 
clerk.’ These shoes save many a sale 
in the woman’s department. The cus- 
tomer doesn’t feel she is buying chil- 
dren’s shoes, nor does the salesman fee! 
he is selling ‘kid stuff.’” 

Talking about sales and publicity, 
Mr. Fraisier remarked: “Our store is 
very emphatic in its policy of staging 
only two sales a year. They are big, 
drastic clearances at the season’s end, 
and, while dignified, we put in different 
ideas that have unique appeal. 

“On the main floor the junior depart- 
ment sales always precede the women’s 
opening, usually on July 5 and Decem- 
ber 26, since children are then out of 
school. These outside facts must be 
figured on for sales volume. Sales 
must bé timely and seasonal. We keep a 
close index of all children’s names, and 
post cards sent to the child’s lists bring 
a great response. The junior depart- 
ment appears in the newspapers only 
on Friday night. The bulk of the adver- 
tising money goes into novelties, and 
every child that comes into the store 
goes out with a gift bearing the store 
name on it. We’ve used ‘cumbacs’ 
costing a nickel each, wooden animals 
on wheels, costing 5 cents, balloons at 
$28 a thousand, feather caps at 4 cents, 
then more costly and appropriate gifts 
for the older children. This may not be 
brand new as to the idea, but we have 
found we are popularizing children’s 
shoes to a mounting list of youngsters 
every month, so it pays. 

“Another pulling proposition that 
starts folks thinking of, and visiting 
our children’s departments is a card 
sent out daily to the birth lists in the 
papers. We offered a pair of baby 
shoes free and this opening wedge re- 
veals that mothers who never bought 
here before have come for the gift, 
bought for themselves and that kiddie 
ever since. 

“I want to stress another point, one 
that has much to do with the continued 
patronage of any shoe store. When it 
comes to fitting, I like the X-ray ma- 
chine. This was bought more as a pub- 
licity stunt, but we soon found that, 
much as we thought we knew about 
feet and fitting, the X-ray machine 
often showed we didn’t know as much 
as we thought we did. For the kids, 
that. X-ray is the one big bet; they al- 

[TURN TO PAGE 86, PLEASE] 
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THE HOTEL 


MONTCLAIR 


LEXINGTON AVE.49™ TO 5O™ST. NEW YORK 
Directly Opposite the Waldorf-Astoria 


800 ROOMS 


EVERY ROOM WITH BATH 
From $3.00 per day 


ATTRACTIVE RATES BY THE MONTH 


A RADIG IN EVERY ROOM 


Short walking distance from Grand Central 
Terminal and B. & O. Motor Coach Station. 


Ten minutes by taxi from Pennsylvania Sta. 


American Home Cooking Served in a Notable Restaurant 


OSCAR W. RICHARDS, Manager 





Ticket 


any assortment desired 


Modernistic Price 


IN-STOCK 


Your Choice 
of Two Color 
Combinations: | 
Purple with Gold 
on White with 
Black Figures 
or 


Red with Black Edge 
on White with Black 
Figures. 


1 dozen 
6 dozen 
12 dozen 


(Check with Order, Please) 


Merchants’ Service Dept. 


Boot and Shoe Recorder 
209 So. State Street 


CHICAGO, ILL. 











KING SHIGHWAY AND LINDELL ———— 


SAINT LOUIS 


























Make THE CHASE Your Home 
While in St. Louis 


—Convenient to principal specialty shoe 
factories—Its location at Lindell and 
Kingshighway Boulevards opposite Forest 
Park will appeal to shoe buyers. Cool and 
delightful surroundings. 


Location, rooms, food, service, facilities, 
“atmosphere” and a sincere desire to serve 
you well at sensible prices is our promise. 


Rates for one, $3 to $5 per day 
Rates for two, $5 to $7 per day 


THE HOTEL CHASE 


ST. LOUIS, MO. 
J. A. HADLEY, Manager 
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Meeting Slow-Pay Customers Half Way 


[CONTINUED FROM PAGE 61] 


These are the first three messages of 
the series and will indicate their trend. 
Their object is to get the debtors to pay 
something, on the theory that the 
longer a bill runs the harder it is to col- 
lect. The debtor begins to look upon 
an old account as a dead horse, and 
when he reaches this mental state you 
run a good chance of losing your money 
altogether. If you do collect it, you 
will have to indulge in such strenuous 
measures that you will lose the good- 
will and future business of the debtor. 
Meanwhile, Mr. Slow-pay is probably 
going down the street to your compet- 
itor and paying cash. Hence the neces- 
sity for keeping his account active. 

At this point in the collection proced- 
ure, a letter is sent out that is also 
somewhat different from the usual run 
of collection missives. It breathes a 
spirit of good-will and friendship and 
is a real effort to sell the debtor the 
idea of paying something on his ac- 
count. It reads: 


Dear Mr. Blank: 

It has been our experience that 95 
per cent of the people who are slow 
in paying bills are merely careless rather 
than deliberately evasive. 

Believing that you should rightfully be 
classed with this 95 per cent, we are 
inclined to extend every courtesy to you. 

We have a certain regard for our regu- 
lar customers, and we dislike to see 
their names become infrequent on our 
books. 

We appreciate the fact also that there 
may be adequate reasons for the non- 
payment of our bill also for the slowing 
down of your patronage. In fact, there 
is probably a single reason for both con- 
ditions. 

Using harsh measures doesn’t build 
up business relationships that are profit- 
able. That’s one way to turn boosters 
into knockers—and the distribution of 
hammers is always an unprofitable busi- 
ness. 

We have indicated on the attached 
statement the terms by which you can 
take care of this bill. Let us know 
promptly if the arrangement is satisfac- 
tory to you. A stamped, self-addressed 
envelope is enclosed for your conve- 
nience. 


If the debtor doesn’t respond to this 
follow-up, then sticker number five goes 
out on a statement. It contains a mes- 
sage which still breathes good-will and 
is non-irritating. The power of these 
messages does not lie in the strength 
of the attack but in the persistence of 
the follow up. An ounce of persistence 
is worth a pound of strong argument. 

So number five says: 


Man to Man, Wouldn’t You Like 
to Pay This Bill? 


Of course you would. You can help 
reduce the total that seems so big by 
paying a little on account. It’s not the 
amount that counts but the spirit in 
which it is sent. 


If the debtor does not respond at this 
stage of the follow-up then the final 





sticker is used which offers to reduce 
the payments on the account to a weekly 
basis. It reads: 


You Can Pay a Little Each Week 
on Your Account 


We don’t measure the value of a 
customer's account by its size or by the 
amount he pays on it. But by paying 
a little you show the right spirit and it 
helps to maintain mutually profitable 
relations. May we expect your check 
by return mail? 


Having received the entire follow-up, 
the debtor is now fully conscious of his 
obligation, but in order to preserve his 
good-will to the very last, a final 
friendly letter is sent to him. It is a 
letter which will get a response from 
all but a deliberate deadbeat. It reads: 


Dear Mr. Blank: 

To be frank we were racking our 
brains for some new way to induce you 
to pay your bill which is now consider- 
ably in arrears. 

Then it occurred to us that very 
likely you would respond to a straight- 
from-the-shoulder request for payment. 

At heart most folks are honest and 
try to maintain a reputation for fairness. 
But in stringent times like these, the 
economic pressure is often too great and 
we have to make allowance for indi- 
vidual circumstances. 

Therefore, to afford you every oppor- 
tunity to get started paying SOME- 
THING on this bill, we have indicated 
on the attached statement the minimum 
payments you can make on it week by 
week until it is all paid off. 

Just write your acceptance of these 
terms on the back of this letter and mail 
it back to us in the enclosed prepaid 
envelope. It will come to my desk and 
be treated in friendly confidence. BUT 
—do it IMMEDIATELY. We can’t ex- 
tend the time on this account much 
longer. You can readily understand that. 
Write us NOW—thank you. 


If there is no respnose to this man- 
to-man appeal, then it is time to remem- 
ber what Disraeli said. He remarked: 
“All diplomacy is but a veiled threat.” 
So it is now time to write the debtor a 
strong letter. He has shown himself to 
be immune to the usual appeals and 
has therefore placed himself beyond the 
pale of friendly consideration. It is 
time to begin using phrases like these: 

“Don’t disappoint me by not answer- 
ing this letter. We don’t like to disturb 
friendly relations, but if you refuse to 
acknowledge your obligation to us we 
shall have to recourse to law, and you 
know what that means.” 

Experienced credit men agree, how- 
ever, that in most cases it pays to exer- 
cise the utmost patience and to be 
courteous to the last, for, as an old 
retailer once remarked to the writer of 
this article: “Slow-pay customers are 
so accustomed to being hit on the head 
with collection bludgeons that when a 
creditor is polite the debtor is so sur- 
prised that he sometimes pays the bill 
from sheer astonishment.” 





What the Shoe Store Is Thinking 
[CONTINUED FROM PAGE 25] 


should consider it a favor if you would 
let us know about it.” 

One other piece of mail matter goes 
out. This one is a birthday postal 
addressed to the children and_ reach- 
ing them on their birthday. It is an 
invitation to call at the store: “We 
have laid aside a little birthday present 
for you, which we will be glad to hand 
you any time you are in the store,” it 
reads. Wealthy people drive up in their 
limousines bringing their postals just 
the same as those who do not have cars. 
(see form 4) 

Souvenirs are graded in three age 
groups: those for children up to 3 years 
old who like to receive toys and dolls; 
the 4, 5 and 6 year olds when the boys 
get airplanes, etc., and the girls get 
dolls and beads; while the older boys of 
from 7 to 10 are pleased with knives 
and the girls with beads. 

One other business-getting stunt is of 
debatable worth to all stores, but John 
has found it brings in considerable new 
trade to him. It is the discount ticket 
to school teachers and nurses. Allow- 
ing cash discounts is frowned upon by 
many merchants, as they do not con- 
sider it worth while in the long run to 
knock. off 10 per cent to any one group 
of customers. In this case, the Compo- 
site Shoe Store has practically sewed 
up the nurse and school teacher trade 
in their county, so they believe it pays. 


New Harrisburg Shop 


HARRISBURG—The new shoe store of 
‘C. B. Rodney has been opened at 204 
Walnut Street, where he has combined 
the women’s shoe store, formerly located 
at 34 North Third Street, which he has 
operated for the past sixteen years, and 
the men’s store at 38 North Court 
Street. The interior is finished in 
French walnut and among innovations 
are aluminum lighting fixtures de- 
signed and manufactured solely for this 
store. Women’s rest rooms, boot-black 
stand, with free shines for all custom- 
ers, restful seating arrangements are 
among innovations. A unique window 
display and arrangements have been in- 
stalled. Men’s, women’s and children’s 
shoes will be sold. 


Wilensky to Open New Branch 


CotumBiA, S. C.—H. Wilensky & 
Sons Company of Atlanta, Ga., one of 
the foremost wholesale shoe findings 
houses in the South, will open a branch 
here at 1120 Lady Street in the very 
near future, according to Jack C. 
Smullyan, secretary of the company, 
who has been here looking the new 
territory over. 


Adds Accessories 


CoLuMBIA, Pa.—The Philadelphia 
Shoe Store has added a new department 
to. their hosiery section, a full stock of 
underwear, union suits and _ house 
gowns for men, women and children. 
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THE SHOE STORE 









A Working Calendar for Busy Merchants 








as inviting as the win- 
dows? How long since 
ledge and case trims have 
been changed? Look at 
your show cards and price 


8 1S THE store interior 


cards. How long have they 
been up? A clean, inviting, 
up-to-the minute store 


helps to make selling easy. 


IF STOCK permits 

your new windows for 

today should feature an 
entirely different group of 
shoes from those of last 
week. If this is not pos- 
sible you can at least rear- 
range roe display so that 
they OK different to 
those who saw them last 
week, 


TONIGHT’S ad, of 
13 course, will be 
your announcement 
of “Men’s Summer Weight 
Day” tomorrow. Make it 
a GOOD one! Use ample 
space, and announce the 
event as though you con- 
sidered it the BIG event of 
the month, Put in your 
window tonight too. 











START the month off 

with the smartest style 

windows you can pos- 
sibly arrange. May will be 
a good month—even in 1932 
-— for stores that make an 
aggressive fight for it. 
Your windows are your best 
advertising. Make them 
work every minute in May! 


TO get May business 

6 you must advertise. 
un an attractive ad 

in today’s papers to bid for 
Saturday business. Make 
itaSs E ad, but empha- 
size price strongly. Prob- 
ably it would be best to 
feature the same styles as 
in your mid-week mailing. 





WHAT are your plans 
3 for the month’? Start 

early to prepare for 
National Sport Shoe Week, 
May 23-28. There's style 
footwear to be pushed con- 
stantly, a drive on men's 
Summer Weights for the 
last half of the month. 
How are you going to get 
this business? 


feature the styles in 

your week-end adver- 
tising. And be sure and 
have one or two good “win- 
dow leaders.”’ Hosiery is a 
good item for this purpose 
because the customers it 
brings in are all prospects 
for footwear as well. 


7 TODAY'S window must 








SATURDAY is_ the 
10 day to _ introduce 

Men’s Summer 
Weights. To arouse interest 
why not make a daily mail- 
ing of a “teaser” postcard 
to your men’s list. Make 
each card different, and 


don’t tell your whole story 
until the Friday card re- 
ferring to your ad. 


IF YOU can work out 
11 some kind of a 
“teaser” window idea 
leading up to Men’s Sum- 
mer Weight Day next Sat- 
urday it will help put the 
idea over. Many stores 
make a BIG thing of this 
event. Your success de- 
pends on how well you ad- 
vertise it in advance. 





time to send out a good 

letter, or mailing folder 
on women's styles. Con- 
centrate on your best sell- 
ing price, and play up the 
fact that you're now show- 
ing Advance Summer Styles. 
Feature the same styles in 
your windows too. 


4 RIGHT NOW is the 








ONE STORE we 
1 know about finds it 

worth while to tele- 
phone every man on its cus- 
tomer list on Friday night, 
announcing briefly that 
“Summer Weights” go on 
sale the next day. If you 
don’t want to do this have 
all salesmen phone their 
personal customers. 





FOR today’s “win- 
14 dow leader” a real 

bargain in men’s sox 
will be in keeping with the 
occasion. For an invest- 
ment in good will try hav- 
ing a box of GOOD cigars 
handy, and pass them out 
to the men who respond to 
your Summer Weight ad- 
vertising. 





























Get busy this week 
16 on plans for National 
Sport Shoe Week, 
which starts a week from to- 
day. Send out a good letter 
or mailing piece announcing 
Sport Shoe Week and call- 
ing attention to the season- 
ableness of sport footwear. 
Plan some good newspaper 
ads for Friday’s papers. 
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Under New Management. 


Features New Low Rate Levels for 


Boardwalk Accommodations. 





Luxury and Economy Combined. 


Per Per 
Day x 5 Person 
WITH MEALS 


and 


HOT and COLD SEA WATER BATH 
Concert Orchestra 


French Cuisine 





Cabaret—Dancing—Refreshments 
Each Week-End—Complimentary to Guests 


Emanuel E. Katz, 
Managing Director 























WANTED TO PURCHASE 





BUSINESS OPPORTUNITIES 











We will buy from manufacturers, 
retailers, 


jobbers, and entire or 
surplus stocks of shoes. Our outlet 
enables us to handie large ané 


small quantities. 

KIRSCH-BLACHER CO., INC. 

590 Broadway New York 
Phone CAnal 6-4298 and 4299, 








We will pay the best potee for 
your surplus or entire stocks of shoes, 


merchandise or department 
stores. Leases assumed. 
Phone - Write Call 
All matters strictly confidential. 
I, SIMON CO. 
101 Reade St., New York City, 
Phone Worth 2-5922 Est. 1 











To Sell Shoes, Hosiery and Hats 


BALTIMORE, Mp.—A substantial ad- 
dition to the combined footwear and 
hosiery retail field of Baltimore, Md., 
will be effected about the middle of 
May through the opening of Milady’s 
Shop at 109-111 West Lexington Street 
by William Davis and Norman Lie- 
bling. Extensive improvements are 
now being made to the building de- 
signed to make the shop modern and 
in keeping with the tastes of exclusive 
women’s footwear and hosiery shops 
of the Monumental City. Millinery 
also will be carried. 

Mr. Davis has been identified with 
the retail shoe field of the city for a 
number of years, operating several ex- 
clusive footwear and hosiery shops. 
Mr. Liebling has been identified with 
the hosiery and millinery retail field 
for many years. 





Burton Opens New Store 


DeTroIt—The Burton Shoe Shop has 
been opened in Highland Park, a sub- 
urb, at 11841 Hamilton Avenue. W. E. 
Burton, who formerly conducted a 
store in Birmingham, 20 miles north of 
Detroit, is the proprietor in partner- 
ship with Mrs. Alice G. Mowers, who 
has had shoe stores in Eaton Rapids 
and other Michigan cities for many 
years. 








HOTELS 
Te nmore 


COMMONWEALTH AVENUE 
AT KENMORE STATION 
BOSTON, MASSACHUSETTS 


The Kenmore 
Hotel 


for 
Real Hospitality and 
Comfort 


400 Rooms—400 Baths 
Each with Tub—Shower— 
Shampoo Spray — Circulat- 


ing Ice Water 


Ample Private Parking 
Space 


Let us send you our rate 
ooklet. 


C. P. DODSON 
President 
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Business Opportunity 
Orthopedic shoemen of character and 
ability can profit by practicing our bh = 

grade foot correction system. Su 
offices now in New York, Boston, Detrolt, 
Buffalo and Syracuse. Desirable, pro- 
tected territory open. Small investment. 
Free training. rite 

ORTHOMEC SYSTEM 
140 Boylston St., Boston, Mass. 














MERCHANTS’ NEEDS 





BOOK PREMIUMS 


anos 
12 pcre 


that Sell 


Shoes... 





Write today for cat- 
alog and prices of 
250 Whitman juve- 
nile books and games 

that make ideal yet inexpen- 
sive shoe store premiums. 


WH ITMAN PUBLISHING CO: 


RACINE ...WISCONSIN 














New Price Range 


JACKSON, Miss.—E. Burnstein, man- 
ager of the Parisian shoe department, 
has announced a change in policy, put- 
ting into effect immediately a new price 
set-up for this season. Under the new 
policy, Parisian’s highest quality foot- 
wear will sell regularly at $4.48. The 
new shoe prices on other quality foot- 
wear will range downward to $3.39, 
$2.95 and $1.95. The Parisian shoe 
stock is comprised of more than 5000 
pairs of ladies new spring shoes. 





Louis Weber Opens Store 


PoRTSMOUTH, OHIO—Louis Weber, 
who is well known in the retail shoe 
business in this section, opened a new 
store in the Selby brick at Gallia and 
Findlay Streets recently. Charles 
Bourgholtzer is assistant manager of 
the store. 














IN THIY 


A BUYING GUIDE TO 
OUR ADVERTIVERY 
IVS UE 
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Amer, William, Co., Phila., Pa 
American Hide & Leather Co., Boston, 
Mass. 
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Adams Bros., Pittsfield, N. H 

Alden, C. H., Co., Abington, Mass 

Athletic Shoe Co., Chicago, Ill 

Bancroft-Walker Co., Boston, Mass 

Base, G. H., & Co., Wilton, Me 

Ben & Sally Theatrical Footwear, 
New York City 

Blog Shoe Findings Co., New York City... 

Bob Smart Shoe Co., Milwaukee, Wis 

Burdett Shoe Co., Lynn, Mass 

Capewio, New York City 
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Florsheim Shoe Co., Chicago, Ill 
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Green Shoe Mfg. Co., Boston, Mass 
Ideal Baby Shoe Co., Danvers, Mass 
Juvenile Shoe Corp., Aurora, Mo 

Keith, Geo. E., Co., Brockton, Mass 


Mishawaka Rubber & Woolen Mfg. Co., 
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Big Business in Little Shoes 
[CONTINUED FROM PAGE 80] 


ways want to see their feet in the 
machine. But aside from any machine, 
fitting is one thing that creates cus- 
tomer satisfaction among adults, and 
mothers are known to have recom- 
mended our. store on the basis that 
‘they take pains to fit growing feet 
perfectly.’ Right buying of, styles and 
sizes is an asset here. 

“Another thing is customer satisfac- 
tion, adjustments and handling of com- 
plaints: I don’t guess how things go or 
what is being done. I’m on the floor all 
the time. Customers like personal con- 
tacts. It’s a good idea to know folks 
and be friendly. 

“I keep a check on sales service, on 
stock displays, on the styles, sizes and 
how things move. I keep in touch with 
our manufacturers and, when it comes 
to buying, I find that by knowing where 
I am at I don’t get loaded with dead 
wood or slow sellers. At the end of 
each month there is not only a big vol- 
ume in little shoes, but a nice measure 
of profit all around.” 


Shoes in New Quality Shop 


AvucusTa, GA—The Quality Shop 
has just opened a new store at 862 
Broad Street. This is a men’s wear 
shop with a very pleasing shoe section. 
A. E. Brinkley, formerly of White’s, 
Augusta, and also of Charleston, S. C., 
has charge of the shoes and is confi- 
dentially expecting to develop a nice 
healthy business. 


Modern Store Increases Space 


New LONDON, CoNN.—The Modern 
Shoe Store, 357 Bank Street, has in- 
creased its floor area through alter- 
ations carried out in connection with a 
general renovation program. The store 
has been entirely redecorated in a 
light green and yellow color scheme, 
and modernistic lighting fixtures in- 
stalled. 


New Scranton Shop 


SCRANTON, Pa.—The Thrift Shoe 
Store opened for business Saturday, 
March 12, at the southwest corner of 
Lackawanna and Washington Avenues, 
after closing a lease for the storeroom. 
The concern operates stores in Wilkes- 
Barre and other cities. 
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